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Abstract 
Sales organization effectiveness is a crucial factor of a successful company 
perfonnance that can be enhanced by having an effective salesforce and technology. 
The present study was designed to examine the relationship between salesforce 
management, sales management control strategy, salesforce characteristics and sales 
organization effectiveness with salesforce automation as a moderating variable. The 
study was carried-out in life insurance companies in Indonesia. The study used the 
agency theory and the contingency theory to determine sales organization 
effectiveness. The quantitative approach was mainly used in this study. In order to 
achieve the main objectives of this study, data were collected from sales managers of 
life insurance in Indonesia. Hierarchical regression analysis was then conducted to 
examine the moderating effects of the salesforce automation on the relationship 
between salesforce management, sales management control strategy, salesforce 
characteristics and sales organization effectiveness. The results of the regression 
analysis revealed that sal esforce perfonnance, sales management control strategy and 
salesforce characteristics were positively associated with sales organization 
effectiveness. Moreover, the findings showed that salesforce performance, sales 
management control_ strategy and salesforce characteristics had a stronger effect on 
sales organization effectiveness. Fmthe1more, the results also showed that salesforce 
automation plays an impo1tant role in moderating the relationship between sales 
management control strategy and sa les organization effectiveness. However, 
salesforce automation did not moderate the relationship between salesforce 
performance and salesforce effectiveness on sales organization effectiveness 
respectively. The study may contribute to the body of knowledge on sales 
management. Furthermore, it would be beneficial to the Indonesian life insurance 
indust1y to manage their salesforce better and be more focused on sales technology. 
Keywords: sales management control strategy, salesforce characteristics, salesforce 
automation, sales organization effectiveness, life insurance. 
II 
Abstrak 
Keberkesanan organisasi jualan merupakan faktor penting dalam prestasi syarikat 
yang be1jaya. Ini dapat dipe1tingkatkan lagi dengan memiliki pasukan jualan dan 
teknologi yang berkesan. Kajian ini dirancang untuk mengkaji hubungan antara 
pengurnsan pasukan jualan, strategi kawalan pengurusan jualan, ciri pasukan jualan 
dan keberkesanan organisasi jualan dengan automasi pasukan jualan sebagai 
pemboleh ubah yang sederhana. Kajian ini dijalankan di syarikat insurans hayat di 
Indonesia. Kajian ini rnenggunakan teori agensi dan teori kontingensi untuk 
menentukan keberkesanan organisasi jualan. Kajian ini menggunakan pendekatan 
kuantitatif. Oleh itu, bagi mencapai matlamat utama kajian ini, data dikumpulkan 
daripada pengurus jualan insurans hayat di Indonesia. Analisis regresi hierarki 
kemudiannya dijalankan untuk mengkaji kesan penguatkuasaan automasi pasukan 
jualan mengenai hubungan antara pengurusan pasukan jualan, strategi kawalan 
pengurusan jualan, c iri pasukan jualan dan keberkesanan organisasi jualan. Hasil 
daripada analisis regresi mendedahkan prestasi jualan, strategi kawalan pengurusan 
jualan, ciri jualan adalah berkaitan dengan keberkesanan organisasi jualan. Selain itu, 
penemuan menunjukkan prestasi pasukan jualan, strategi kawalan pengurusan jualan 
dan ciri pasukan jualan telah memberi kesan yang lebih kuat kepada keberkesanan 
organisasi jualan. Di samping itu, hasilnya juga menunjukkan bahawa automasi 
pasukanjualan memainkan peranan penting dalam menyederhanakan hubungan antara 
strategi kawalan pengurusan jualan dan keberkesanan organisasi jualan. Waiau 
bagaimanapun, automasi pasukan jualan tidak menyederhanakan hubungan antara 
prestasi jualan dan keberkesanan jualan kepada keberkesanan organisasi jualan 
masing-masing. Kajian ini boleh menyumbang kepada pengetahuan rnengenai 
pengurusan jualan. Selain itu, kajian ini akan memberi manfaat kepada industri 
insurans hayat Indonesia untuk menguruskan jualan mereka dengan lebih baik dan 
lebih te1tumpu kepada teknologi jualan. 
Kata kunci : Strategi kawalan pengurusan jualan, ciri pasukan jualan, automasi 
pasukan jualan, keberkesanan organisasi jualan, insurans hayat 
Ill 
Acknowledgement 
In the name of Allah SWT, the Most Gracious and the Most Merciful , the researcher 
would like to thank the Almighty Allah for His blessings and help to complete this 
research. Jn accomplishing this thesis, I am truly indebted and do appreciate many 
persons and institutions that have encouraged me through this hard yet challenging 
journey. Whilst being grateful to all of them, I must register my gratefulness to some 
pat1icular individuals. 
First and foremost, I would like to thank my supervisor Assoc. Prof. Dr. Abdul Rahim 
Othman from the College of Business at the Universiti Utara Malaysia (UUM). 
Sincere thanks go to him for relentless guidance during all the stages of my PhD study. 
Without his assistance, encouragement, suppo11 and valuable comments, the 
accomplishment of my research would have been more difficult. Also, J would like to 
thank my second supervisor, Dr. Maria Abdul Rahman, who has also guided me in 
every stage of the research process, and also provided constructive comments that had 
helped me in leading this work to the right track. 
Jn addition, my sincere appreciation also goes to my previous supervisor, Assoc. Prof 
Dr. Filzah Md Isa and Prof. Dr. Ruswiati Surya Saputra their constructive comments 
that led this thesis in the right direction. Second, I express my gratitude to the Lembaga 
Pengelola Dana Pendidikan (LPDP) from Indonesian Government for the scholarship 
that they awarded me. 
Finally, l convey my hea1tfelt appreciation and thanks to my family, my wife, Fellani 
Danasra Dewi, drg., MM., Sp.011. for always motivating me to study at this level and 
made numerious sacrifices, many of which I could never make up for even in several 
lifetimes. My hea11felt thanks also goes to my children, Syahila Alfita Dewi, Laisya 
Aqeela Dewi and Razzan Rasheed Syahputra, who endured sharing their playtime with 
my studies. 
IV 
Table of Contents 
Pennission to Use .......................................................... ..... ....................................... ........... .... i 
Abstract ............................... ........................................................................ ........ ......... ............ ii 
Abstrak ........ ....... ... ......... ............................... ...... ..................... ...... ...................... ................... iii 
Acknowledgement ....................... ...................................................................... ... .................. iv 
Table of Contents ......... .......... .................................... ....................................... ........ ............... v 
List of Tables .............. ......... .................................................................................................... x 
List of Figures ............. ................................................................................... ..... ..... .............. xii 
List of Appendices ........................... ......... .. ....................................................... ..... .............. xiii 
List of Abbreviations ........... ....... ................. .................................................... ... ..... ........ ..... xiv 
CHAPTER ONE INTRODUCTION ................................ ............................ ........... 1 
I. 1 Overview ........... ....... .. ....................... .. .......................................... .... ..................... 1 
1.2 Background of The Study ........ ............................ .. .. .................. .. .......................... 3 
1.3 Problem Statement ................................. ...... .. ... ...... ...... .... ........ ... ....... ................. 14 
1.4 Research Questions ......................................... ......................... .. ................ .... ...... 22 
1.5 Research Objectives ........................ ........................................... .......................... 22 
1.6 Definitions of Terms .... ............................ ....... .... .................... .... ....... ..... ............. 23 
I. 7 Significance of the Research ............... .... .... .. .......................................... .. ......... .. 24 
1.7. 1 Theoritical Persfective .................. ..................................... ... .. ................... 25 
J. 7 .2 Managerial Persfective ................. ....................................... ....................... 26 
1.8 Scope and Limitation ofStudy ............. ........................................................ .... .. .. 27 
I. 9 Organization of Chapters ........... .. ............... ...................... .. ............ ........... .......... 28 
1.10 Summary ..... ............................................. .. ...................... .................................. 29 
CHAPTER TWO LITERATURE REVIEW ........................................................ 30 
2.0 Introduction .................. ... .. .............................................. ........................ ..... ........ 30 
2.1 Life Insurance Industry in Indonesia .................... ...... ............................. ...... ....... 31 
2.2 Sales Organization Effectiveness .................................................... .. .... ............... 41 
2.2.1 SalesVolume ........ ... ... .... ................... ... .. ..... ......................... .. .. ................. 51 
2.2.2 Market Share ......... ........... .......................... .. ............ ........ ..... ..................... 52 
2.2.3 Profitability ... ..................................................... ...... .................................. 54 
V 
2.2.4 Customer Satisfaction ................................ ............................................ 56 
2.3 Salesforce Performance ..................... ...... ............................................................. 57 
2.3.1 Technical Knowledge ............................. .. ...................... ........................... 60 
2.3.2 Adaptive Selling ............... .. ........................................................................ 63 
2.3.3 Tean1 Work ...... ...... ..................... ....... ..... ................. ......... ......................... 64 
2.3 .4 Sales Presentation ....................................................... ............................... 66 
2.3.5 Sales Planning ......................... ... ...... ... ....................................................... 68 
2.3.6 Sales Suppo1t ............................................... .............................................. 69 
2.3.7 Relationship between Salesforce Pcrfo1111ance and Sales Organization 
Effectiveness ......................................................................................... 70 
2.4 Sales Management Control Strategy ...... .............................................................. 72 
2.4. 1 Directing ............................................................................... ....... .............. 76 
2.4.2 Monitoring ......... ....... .................................................. ....... ....... ................. 78 
2.4.3 Rewarding ........... .. ... ...................... ........... ................................................. 79 
2.4.4 Evaluating ................................................................. ................................. 80 
2.4.5 Relationship between Sales Management Control and Sales Organization 
Effectiveness .......... ... ........................... ........................ .. ....................... 82 
2.5 Salesforce Characteristics ..................... .............................. ................................. 85 
2.5.1 Affect/ Attitude ....... ........... .. ................................................... .................... 86 
2.5.2 Cognitions/Capabilities ........................... .. .. .. ... ............ .. ............................ 86 
2.5.3 Behavioural Strategy ............ ...................................................................... 87 
2.5 .4 Recognation Motivation ............... .............................................................. 87 
2.5.5 Intrinsic Motivation ............ .. .................................................... ................. 89 
2.5.6 Relationship between Salesforce Characteristics and Sales Organization 
Effectiveness ...... ......... ......... ......... .. ........................... ........................... 91 
2.6 Salesforce Automation .... ............................... .................. .......... .......................... 93 
2.6.1 Moderating Effects of Salesforce Automation on the Relationship between 
Salesforce Performance, Sales Management Control Strategy, 
Salesforce Characteristics and Sales Organization Effectiveness ...... I 00 
2. 7 Underpinning Theory ........................................ .................... ............................. I 03 
2. 7 .1 Agency Theory ......... ............................ .................................................... I 03 
VJ 
2.7.2 Contingency Theory .................... ............................................................. I 07 
2.8 Sunm1ary ......... .................................................................................. ............. ... . 110 
CHAPTER THREE METHODOLOGY ............................................................. 112 
3. l Introduction .............................................................................................. .......... 112 
3 .2 Research Framework ..................................................................... ... ..... .. ........... 11 2 
3.3 Hypotheses Development.. ................................................................................. 11 6 
3.4 Operational Definition ....................................................................................... 119 
3.5 Research Design ....................... ...... ........................ ..................... ................. .... .. 121 
3.5.1 Unit of Analysis ............................ ........................................................... 122 
3.5.2 Population and Sample ........... ......... .. .......... ............................................ 123 
3.5.3 Sampling Technique ................................ ............. .. ................................. 124 
3.5.4 Data Collection Procedure .............. ... .......... ............................................ 129 
3.6 Measurement of Variables ................................................. ....... ......................... 131 
3.6. l Measurement Items for Sales Organization Effectiveness ...................... 131 
3 .6.2 Measurement Items of Salesforce Performance ....................................... 132 
3.6.3 Measurement Items of Sales Management Control Strategy ................... 134 
3.6.4 Measurement Items of Salesforce Characteristics ................................... 136 
3 .6.5 Measurement Items of Salesforce Automation ..... ................................... 13 7 
3.6.6 Summary of Measurement Variables ....................................................... 138 
3.7 Measurement Instrument Scale .......................................................... .. .............. 140 
3.8 Pre Test ............................................................................................ .... ....... ...... . 140 
3.9 Techniques for Data Analysis ........... ............. ...... .............................. ..... ..... ..... . 143 
3.9.1 Factor Analysis .......................................... .... ............... .. ................ .. ....... 145 
3.9.2 Descriptive Statistic .............................................................. .. ... ... ........... 147 
3.9.3 Correlation Analysis ............. ............................ ..... ...... ............................ 148 
3.9.4 Multiple Regression ............................... .. ........ .. .................... .................. 148 
3.9.5 Hierarchical Multiple Regressions .......... ..... .. .......................................... 149 
3.9.6 Moderating Variable ........ ................. .. ...... ..... .......................................... 150 
3. 10 Summary ........................ ........... ..................... .. ..... .. ............. ............................ 152 
CHAPTER FOUR RESULTS AND DISCUSSION ........................................... 153 
VII 
4.1 introduction ........................................................................................................ 153 
4.2 Response Rate .... .... .................... ............................... ......................................... 153 
4.3 Respondents ' Profi !es .............................................. .. ....................... ................. 155 
4.4 Test for Violations of Assumption ..................................................................... 158 
4.4.1 Outliers .............................. .................................... ................................... 158 
4.4.2 Linearity ................................. ........ ............. ... ................... ....................... 159 
4.4.3 Normality ......... ... ....... ... ......................................... .... ............ ....... ........... 159 
4.4.4 Multicollinearity ......................................................... .. ........................... 162 
4.4.5 Homoscedasticity ............... ............. .... .......................... ........................... 163 
4.4.6 Autocorrelations .................... .. ... ............................................... ............... 164 
4.5 Goodness of Measures ........................ ..................... .......................................... 164 
4.5.1 Construct Validity .............. ... ................................................................... I 65 
4.5.2 Factor Analysis for Sales Organization Effectiveness ............................. 166 
4.5.3 Factor Analysis for Salesforce Performance ............................................ 168 
4.5.4 Factor Analysis for Sales Management Control Strategy ........................ 171 
4.5.5 Factor Analysis for Salesforce Characte1istics ........................................ 174 
4.5.6 Factor Analysis for Salesforce Automation ................. .... .... ... ................. 175 
4.6 Reliability Analysis .............. ......................... ............................... ...................... 177 
4.7 Descriptive Statistic of Variables ............ ................................ ... ..................... ... 178 
4.8 Coffelation Analysis ....................................................................... .................... 181 
4. 9 Results of Main and Interacting Effects ............................................... .............. 185 
4.9.1 Statistical Test on the Main Effect of Salesforce Performance, Sales 
Management Control Strategy, Salesforce characteristics on Sales 
Organization Effectiveness ........ .................................................. .. ... .. 186 
4.9.2 Hierarchical Regression Analysis using Salesforce Automation as a 
Moderator in the Relationship between all Independent Variables and 
Sales Organization Effectiveness ........ ................................................ 188 
4.10 Summary ................................................... ........ ..... ... ......... ........................... ... 190 
CHAPTER FIVE CONCLUSION AND RECOMMENDATION .................... 192 
5.0 Introduction ..... ................. ..... ....................................................................... ...... 192 
5.1 Recapitulation of the Study"s Findings ........................................ ........... ........... 192 
\Till 
5.2 Discussion .......................................................................................................... 193 
5.2.1 Salesforce Performance Constructs and Sales Organization Effectiveness 
................................................................................... ......................... 194 
5.2.2 Sales Management Control Strategy Constructs and Sales Organization 
Effectiveness ....................................................................................... 197 
5.2.3 Salesforce Characteristics Constructs and Sales Organization Effectiveness 
···· ····· ······················································································· ············200 
5.2.4 The Moderating Role of Salesforce Automation ......... .... ............ .. .......... 203 
5.3 Contributions of the Research ................................................................ ............ 207 
5.3. I Theoretical Contribution ............................. ............................................. 207 
5.3.2 Managerial Contribution ............. ....... ..................................................... . 209 
5.4 Research Implications ..................................... ................................................... 210 
5.5 Limitation of the Study ...................................................................................... 212 
5.6 Future Study ....................................................................................................... 213 
5.7 Conclusion .............................. ....... ......................... ........................................... 215 
REFERENCES ....................................................................................................... 218 
IX 
List of Tables 
Table 1.1 The Best of Life Insurance Companies in Indonesia (2014) .......... .......................... 6 
Table 2.1 Number of Life Insurance in Indonesia ......... ......... ......................... ...................... 37 
Table 2.2 Types of Life Insurance Institutions in Indonesia ............................................... ... 38 
Table 3.1 Life Insurance Companies Sales Branch in Five Cities Capital in Java lsland ... 128 
Table 3.2 Measurement items for Sales Organization Effectiveness ........................ ........... 132 
Table 3.3 Measurement items for Salesforce Performance ................................................ 133 
Table 3.4 Measurement items for Sales Management Control Strategy .............................. 134 
Table 3.5 Measurement items for Salesforce Characteristics .................... .......... ............... 136 
Table 3.6 Measurement items for Salesforce Automation .................................................. 138 
Table 3. 7 Summary of adapted measurement items for each variable ................................ 139 
Table 3.8 Reliability Coefficient for Multiple Items in Pilot Study (n=30) ...... ............... ... 143 
Table 4.1 Response Rate of Questionnaires .......... ............. ........................ .......................... 154 
Table 4.2 Respondenf s Profile ............................................................................................ 157 
Table 4.3 Normality Test Statisitics of the Variables .......................................................... 161 
Table 4.4 Multicollinea1ity Test Based on Assessment of Tolerance and VIF Values ........ 163 
Table 4.5 Factor Anal ysis of Sales Organization Effectiveness .......................................... 167 
Table 4.6 Factor Analysis of Salesforce Perfomrnnce ...... ................................................. .. I 69 
Table 4. 7 Factor Analysis of Sales Management Control Strategy ..................................... 172 
Table 4.8 Factor Analysis of Salesforce Characteristics ............. ........... ................. ....... ...... 174 
Table 4.9 Factor Analys is of Salesforce Automation .......................................... ................ 176 
Table 4. 10 Cronbach· s Alphas of the Study Variables after Factor Analysi s ...................... 178 
Table 4.11 Result of Descriptive Statistics of all Dimensions (n=270) ............................... 18 1 
Table 4.12 Correlation Matrix between Independent Va1iables, Dependent Variables and 
Moderating Varibles .............................................. ......... ............................ .... .... ................. 183 
Table 4.13 Regression Analysis between Sales Organization Effectiveness and Independent 
Variables -Result of Multiple Regression Analysis .............. .............................................. 186 
Table 4.14 Summary of the Hypotheses Testing from Multiple Regression Analysis -
Regression Analysis between Independent Variables and Sales Organization Effectiveness 
······· ······································ .. · .................................... .............................. .. ... ............ .......... 187 
Table 4.15 Hierarchi cal Regression Analysis Using Salesforce Automation as a Moderator in 
the Relationship between all Independent Variables and Sales Organization Effectiveness 
............................................................................................................................. ................ 188 
X 
Table 4.16 Summary of the Hypotheses Testing from Multiple Regression Analysis -
Hierarchical Regression Analysis Using Salesforce Automation as a Moderator in the 
Relationship between all Independent Variables and Sales Organization Effectiveness ..... 189 
Table 4.17 Summarizes the results of the hypotheses tested in this study ........................... 190 
XI 
List of Figures 
Figure 2.1 Agency Theory Model ................................................ ...................................... l 05 
Figure 3.1 Research Framework .......................................................................................... 113 
Xll 
List of Appendices 
Appendix A Questionnaire ................................. ..................... .......... ....................... 249 
Appendix B Statistic Results ........ ....................................... ................ ........... .......... 265 
XIII 
AAJI 
BAPEPAMLK 
MDRT 
OJK 
KP 
PT 
SEM 
SFC 
SFP 
SMSC 
SOE 
SPSS 
List of Abbreviations 
Assosiasi Asuransi Jiwa Indonesia 
Badan Pengawas Pasar Modal dan Lembaga Keuangan 
Million Dollar Round Table 
Otoritas Jasa Keuangan 
Kantor Penjualan 
Perseroan Terbatas 
Structural Equation Modeling 
Salesforce Characteristic 
Salesforce Performance 
Sales Management Control Strategy 
Sales Organization Effectiveness 
Statistical Package for Social Science 
XIV 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
1.1 Overview 
CHAPTER ONE 
INTRODUCTION 
The objective of financial service companies that provide financial service 1s to 
maintain confidence in the financial system, financial stability, and reduction in 
financial crime and securing appropriate protection for consumer (Deloitte, 2012). In 
Indonesia, financial services are seen as unitary of the important economic factors. 
The segment's commitment to the national economy can be considered from different 
points of view (World Bank, 2014). Therefore, financial services organizations have 
to possess the ability to purposefully adapt to the changing environment and to fulfil 
customer's needs. 
Like other economies, the life insurance market of Indonesia need tum into a standout 
amongst the hottest rising business sectors in the South East Asia region, encountering 
solid development to days gone by couple of a considerable length of time (Abidin, 
2011; Djaelani, et al, 20 l l ). From the 2013 statistics, which have been released by the 
Indonesia Life Insurance Association (AATI), the sector has experienced a 21 % 
compounded annual growth rate in weighted new business premium over the five-year 
period from year 2009 to 2013. As of December 2014, there are fifty one life insurance 
company registered under Asosiasi Asuransi Jiwa Indonesia (AA.II) the Indonesia Life 
Insurance Association and a total 414,595 registered lil'e insurance agent or sales 
forces working on pa1t-time and full-time basis. There are 763 members or agents of 
Million Dollar Round Table (MDRT) and with growth of 17% annually and is 
predicted by 2020 the amount of life insurance sales force to reach I million (AAJI, 
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Appendix A 
Questiounaire 
Questionnaire 
Letter of Instructions to Respondents 
A Survey of Sales Organization Effectiveness In Indonesia Life Insurance Industry: 
The Moderating Role of Salesforce Automation 
My name is Syahputra and I am Doctor of Philosophy (PhD) candidate at the 
Universiti Utara Malaysia (CUM), Sintok, Kedah, Malaysia. I am actually conducting 
a research on the topic mentioned above. The objective of this research is to examine 
the determinant factors of salesforce automations and sales organization effectiveness 
on Indonesia Life Insurance Companies. 
I hope this questionnaire will not take long for you to complete (10-15 minutes). The 
info1mation gathered will be treated strictly confidential. The result of this survey is 
for research purposes only and there is connection between your personal information 
and the result that will be reported in this research. All data obtained during this survey 
wiII only be used for academic purpose once this research is completed. 
Thank you very much for your kind help. 
Kindest regards, 
Syahpntra (student id: 94962) 
Hp: +62-8122342210 
E-mail: syahputra79@gmail.com 
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Questionnaire 
Section A: Personal Information about Yourself 
The following section list some questions about yourself and your achievement at 
work 
Please tick ( i) the appropriate answers or fill-in the blank where required 
I. Gender i.Male D ii. Female D 
2. Age: ________ (Please write down your age to the nearest year) 
3. Job status: i. Full-time D ii. Part-time D 
4. Academic qualification: 
SMA/High School 
' Diploma i 
Sl / Undergraduate 
S2 / Master 
S3 / Doctoral 
Lain-lain/Others 
5. Are you a member of Million Dollar Round Table Club? Yes CJ NoD 
6. How long have you worked with the present company? 
(Please state to the nearest year) 
----------
7. How long have you worked with the insurance company? 
_________ (Please state to the nearest year) 
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Section B: Sales Organizational Effectiveness: 
The following are some statements measuring the level of sales organizational 
effectiveness. Please indicate the extent to which you agree or disagree with each of 
the following statements by circling the number that best describes your opinion 
against each statement using the scale given. Please circle/cross the appropriate 
answers. 
1. Strongly • 2. Disagree 3. Neither 4. Agree ! s. Strongly 
Disagree Agree nor Agree 
i Disagree 
As a sales manager, I think ... ,:_ 
1. My company's sales volume is higher than major 1 2 3 4 5 
competitor 
-------~--
2. My company's sales volume is higher than company 1 2 3 4 5 
sales objectives 
- - -- --
-----
-----··· 
3. My company's market share is higher than major 1 2 3 4 5 
competitor 
4. My company's market share is higher than company 
1 2 4 5 
sales company objectives 3 
5. My company's profitability is higher than major 1 2 3 4 5 
competitor 
6. My company's profitability higher is than company 1 3 j~ sales objectives - -----------
7. My company's customer satisfaction is higher than 1 3 5 
major competitor I 
8. My company's customer satisfaction is higher than 1 2 3 5 
company sales objectives 4 
--------
Section C: Salesforce Performance: 
The following are some statements measuring the level of salesforce performance. 
Please indicate the extent to which you agree or disagree with each of the following 
statements by circling the number that best describes your opinion against each 
statement using the scale given. Please circle/cross the appropriate answers. 
1. Strongly 
Disagree/ 
! 2. Disagree/ : 3. Neither 4, Agree/ 
Agree nor 
Disagree 
As a sales manager, I can see that my salespeople ... : 
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• Technical Knowledge 
--------- --· -----·-----
Know the design and specifications of company • 1 
services, 
! 2. 
i 
Know the applications and functions of company 
services 
I', 3. Keep abreast of your company's 
. technological developments 
service and 
I Adaptive Selling 
1 
1 
2 
2 
2 
, 4. Experiment with different sales approaches 
I 5. Being flexible in the selling approaches used 
1 , 2 
3 
3 
3 
3 
4 
4 
4 
4 
4 
5 
5 
5 
5 
5 
i 6. Adapt selling approaches from one customer to 
I __ another ..... --... 
: 7. Vary sales style from situation to situation 
1 
1 
1 
2 
2 
2 
3 
3 
3 
4 5 
4 ! 5 
, Teamwork 
• 8. Generate considerable sales volume from team sales 
(sales made jointly by two or more salespeople) 1 
9. Build strong working relationships with other people in : 1 
2 
2 
_! 
3 4 
3 4 
our company 
-· < -- < < ........... ---- - ! 
10. Work very closely with non-sales employees to close , 
sales 
11. Coordinate very closely with other company employees 
to handle post-sales problems and service : r:1: ~ 
12. Discuss selling strategies with people from various 1 
departments 
2 3 4 
[. Sales Present~ti-~n _ _ ... ,.. · --- _-_ . 
5 
5 
5 i 
5 
5 
i 13. Listen attentively to identify and understand the real 1 1 ......... _ ~- -; j' 
; . concerns of,customers .. . . _ . 
2
2 
3
3 
-~,. _
4
4
_ ,-
5
5 ! 14. Convinced customers that they understand their : 1 j_unique problems andconcerns __ _____ ___ .......... ____ i _______ _ 
i 15. Use established contacts to develop new customers 1 1 2 3 1 4 
I 16. Communi~;te their sales presentation clearly and ! 1 2 
concisely 
17. Work out solutions to a customer's questions and , 1 
objections 
• Sales Planning 
2 
3 4 
3 4 
5 
5 
5 
18. Plan each sales call 1 2 3 4 5 I . - --------- ~~-----+--~-~ 
19. Plan sales strategies for each customer 1 2 3 4 5 
20. Plan coverage of assigned territory/customer 
responsibility 
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----·-·---------
[ 21. Plan daily activities 
IS~les Support 
1 2 [_3T4]_s_ 
22. Provid~ ~ft-erthe·s-~1-e-s-se-rv-ic_e_______ 1 +--2-+-_3-14 • _s : 
23. Check on product delivery 1 2 3 : 4 I 5 
--------------t---+---t--~--+---c 
24. Hand customer complaints 1 2_+-_3 ) 4~_5_ 
1 2 3 4 5 
26. Troubleshoot application problems 1 2 3 4 5 
-----------------------1------,----+----i--f-------i 
27. Analyze product use experience to identify new : 1 
product/service ideas 
Section D: Sales Management Control Strategy 
2 : 3 
_L_ - 4 s 
The following are some statements measming the level of sales management control 
strategy. Please indicate the extent to which you agree or disagree with each of the 
following statements by circling the number that best describes your opinion against 
each statement using the scale given. Please circle/cross the appropriate answers. 
1. Strongly 2. Disagree 3. Neither 4. Agree 
Disagree Agree nor 
Disagree 
As a sales manager, I. ... : 
Monitoring 
1. Spend time with salespeople in the field 
---- j 1 
2. Make joint calls with salespeople 1 
-------
3. Regularly review call reports from salespeople 1 
4. Monitor the day-to-day activities of salespeople 1 
5. Observe the performance of salespeople in the field 1 
6. Pay attention to the extent to which salespeople travel J 1 
7. Closely watch salespeople's expense accounts I 1 
8, Pay attention to the credit tei;,,; tt,-at salespeople • 
1 quote customer 
Directing 
9. Encourage salespeople to increase their salesresults by , 1 
rewarding them for their achievements 
~----••-•--~~ ---~ c-----------••~--l,.• 
~: A_c:_till:IY Pil,:ticipate intrainifl!lsalespeople on the jo_ti_J 1 
11, Regularly spend time coaching salespeople ' 1 
12. Discuss performance evaluations with salespeople 1 
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5. Strongly 
Agree 
3 4 S 
-+--~ 
3 4 
3 , 4 
3 4 ; 5 
3 
3 
3 
3 
3 
.3 
3 
3 
----~-
! 4 s 
: 4 5 
4 5 
I 4 . 5 
·-r- -- - -----
4 5 
4 5 
4 • 5 
4 5 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
13. Help salespeople develop their potential 
Evaluating 
14. Evaluate the number of sales calls made by salespeople 
15. Evaluate the profit contribution achieved by each 
salesperson 
: 16. Evaluate the sales results of each salesperson 
:----
17, Evaluate the quality of sales presentations made by 
salespeople 
18. Evaluate the professional development of salespeople 
Rewarding 
-- ------ --
19. Provide performance feedback to salespeople on a 
regular basis 
1 
1 
1 
1 
1 
1 
20. Compensate salespeople based on the quality of their ·1 1 
sales activities ___ ______ : 
, 21. Use incentive compensation as the major means for • 1 
: motivating salespeople • 
: 22. Make incentive compensation judgments based on the · 
: sales results achieved by salespeople 1 
• 23. Reward salespeople based on their sales results 
24. Use non-financial incentives to reward salespeople for 
their achievements 
25, Compensate salespeople based on the quantity of their 
sales activities 
Section E: Salesforce Characteristics 
1 
1 
1 
12 !3 J4j5 
----r----------;---· 
2 : 3 : 4 5 
: ,: I :. : 
2 !3~-4 5 i : 
----f---
2 i3 J4 5 
-,------
2 i 3 4 5 
i 
2 ! 3 I 4 I s 
' 
2 3 4 . 5 
2 : 3 ! 4 
' 
: :1: 
IS 
' 
5 
5 
,5 
The following are some statements measuring the level of salesforce characteristics. 
Please indicate the extent to which you agree or disagree with each of the following 
statements by circling the number that best describes your opinion against each 
statement using the scale given. Please circle/cross the appropriate answers. 
l, Strongly 2. Disagree 3. Neither 4. Agree 5. Strongly 
Disagree I Agree nor Agree Disagree 
As a sales manager, I can see that my salespeople ... : 
Affects/ Attitudes 
·~····-·-- ___ ... " .... 
1. Are willing to accept direction from their field sales 1 2 3 4 5 
manager 
i 2. Cooperate as part of a sales team 1 2 3 4 5 
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: 3. Accept the authority of sales manager 1 
- --·· ---· -------------
' Cognitions/Capabilities 
··--, -· 
4. Possess expert selling skills 
5. Possess detailed product/service knowledge 
Intrinsic motivation 
.... , ____ , ___ _ 
6. Obtain a sense of accomplishment from their work 
7. Feel a sense of personal growth and development 
in their work 
8. Get a feeling of stimulation and sense of 
challenging involvement in their work 
Recognition Motivation 
------ ------
9. Have high respect from supervisors 
------
10. Have high respect from fellow workers 
Behavioral Strategy 
' 11. Perform non selling activities effectively 
12. Perform sales support activities 
13. Focus on satisfying customer needs 
14. Customize customer selling approaches 
L...... - - -------- ... 
-
Section F: Salesforce Automation 
'1 I 
•1 I 
1 
1 
1 
1 
1 
1 
1 
_j 1 
i 
J 
1 
2 :4 5 
1 ~ !4 ,3 ,5 ! 3 •4 ,s 
-~ 
3 4 I 5 
3 4 l s 
I 2 3 : 4 5 
' -------~·--
1··---
' 2 3 4 5 
• 1-
,2 3 4 5 
' 2 3 4 . 5 
' 
----;------ I_ 
--------
' 
2 ,3 4 5 
1 
J__ 
2 • 3 4 5 
' I 
' I 2 I 3 4 5 
' 
I. 
The following are some statements measuring the level of salesforce Automation. 
Please indicate the extent to which you agree or disagree with each of the following 
statements by circling the number that best describes your opinion against each 
statement using the scale given. Please circle/cross the appropriate answers. 
1. Strongly 2. Disagree 3. Neither 4. Agree 5. Strongly 
Disagree Agree nor Agree 
Disagree 
As a sales manager, I think that my salespeople .... 
: Perceived of Usefulness 
--
--------
1. Use the SFA system might improve the efficiency of : 1 2 3 :4 5 time and cost of daily operations 
·····- ------i 2, Use the SFA system might leave the culture of the 
I working paperless because all changes to be an 1 2 3 4 :5 
I automate system 
l 3. Use the SFA system can save time 1 2 ,3 4 • 5 
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4, Use the SFA system can improve the effectiveness of 
performance 
··········--------
5. Use the SFA system can simplify work, can be done 
1 2 3 4 5 
anytime and anywhere, as long as getting an internet 1 2 3 4 5 
-i-1--'--+--+ ~ connection ---- ------
6. Use the SFA system can 
performance 
improve productivity : 
7. Use the SFA system can improve services to customers 
because all the information provided in real-time 
Perceived Ease of Use 
8. Interact with the SFA system is clear and 
understandable 
1 
1 
1 
9, E;~,, to use SFA sy-s-te_m ______ -_~:- __ . 11 
10. Easy to get the SFA system and do what they want to ! 1 do 
I 
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Kuesioner 
lnstruksi Untuk Respond en 
Survei Efektivitas Organisasi Penjualan di Perusahaan Asuransi Jiwa di Indonesia: 
Peran Sistem Otomasi Penjualan sehagai Moderator 
Nama saya Syahputra dan saya kandidat Doctor of Philosophy (PhD) di Universiti 
Utara Malaysia (UUM), Sintok, Kedah, Malaysia. Saya sedang melakukan penelitian 
sesuai topik yang disebutkan di alas. Tujuan dari penelitian ini adalah untuk menguji 
efektivitas organisasi penjualan di pernsahaan asuransi jiwa di Indonesia dan peran 
sistem otomasi penjualan sebagai moderator. 
Pengisian kuesioner ini dapat Bapak/Ibu selesaikan antara I 0-15 menit. Infotmasi 
yang didapat akan diperlakukan dengan sangat rahasia. Hasil survei ini digunakan 
hanya untuk tujuan penelitian saja. Semua data yang diperoleh selama survei ini hanya 
akan dipergunakan untuk tujuan akademis. 
Terima kasih banyak alas partisipasi Bapak dan !bu. 
Syahputra (94962) 
Hp: -'- 62-8 I 22342210 
E-mail: syahputra79@gmail.com 
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Kuesioner 
Bagi an A: lnfonnasi Pribadi 
Daftar bagian berikut beberapa pertanyaan tentang diri dan prestasi Anda di tempat 
kerja. Silahkan centang ( ✓ ) jawaban yang sesuai atau mcngisi kolorn yang kosong. 
I. Jenis Kelamin i. Pria D ii. Wanita D 
2. Usia: 
3. Status Pekerjaan: i. Full-time D ii. Part-time D 
4. Kualifikasi Pendidikan: 
SMA 
Diploma 
Sl 
S2 
S3 
Lain-lain 
5. Apakah anda anggota Million Dollar Round Table Club? Ya D Tidak D 
6. Berapa lama anda bekerja di perusahaan yang sekarang? 
_________ (Sebutkan tahun terdekat} 
7. Berapa lama anda bekerja di bidang asuransi jiwa? 
________ (Sebutkan tahun terdekat) 
Bagian B: Efektivitas Organisasi Penjualan: 
B~'fikut ini adalah beberapa pemyataan untuk mengukm tingkat Efektifitas Organisasi 
Penjualan. Mohon diisi sejauh mana Anda setuju atau tidak setuju dengan masing-
masing pemyataan berikut dengan melingkari nomor yang paling menggambarkan 
pendapat Anda terhadap setiap pemyataan menggunakan skala yang diberikan. 
Silahkan lingkari atau silangjawaban yang sesuai. 
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1. Sangat 2. Tidak Setuju I 3. Setuju atau 4. 
Tidak Setuju Tidak Setuju 
Sebagai _seo_rang manl!jerp!'11jualan, saya pikir ... : 
IL Perusahaan ditempat saya bekerja, volume penjualan 
: lebih tinggi dari pesaing utama/kompetitor 
. . . 
2. Perusahaan ditempat saya bekerja, volume penjualan 
lebih tinggi dari sasaran perusahaan 
-----
' 
! 3. Perusahaan ditempat saya bekerja, pangsa pasar lebih 
Setuju 5. Sangat 
Setuju 
1 2 3 4 5 
-~ 
1 2 3 4 5 
i 
1 4 5 
besar dari pesaing utama/competitor 
,----··· ··--
4. Perusahaan ditempat saya bekerja, pangsa pasar lebih 
besar dari sasaran perusahaan :T: 1 -~~-~ 
,___ ---
Perusahaan ditempat saya bekerja, profitabilitas lebih 
L_ ti~ggi daripesaing utama/kompetitor 
: 6. Perusahaan ditempat saya bekerja, profitabilitas lebih 
tinggi dari sasaran perusahaan 
-
·-----
. 7. Perusahaan ditempat saya bekerja, kepuasan 
pelanggan lebih baik dari pesaing utama/kompetitor 
j 8. Perusahaan ditempat saya bekerja, kepuasan I 
pelanggan lebih baik dari sasaran perusahaan 
Bagian C: Kinerja Tenaga Penjual: 
··-,- -1 
1 2 : 3 4 5 
1 2 3 4 5 
1 2 3 4 5 
1 i 2 3 4 5 
• - J__ 
Berikut ini adalah beberapa pernyataan untuk mengukur tingkat Kine1ja Tenaga 
Penjual. Mohon diisi sejauh mana Anda setuju atau tidak setuju dengan masing-
masing pemyataan berikut dengan melingkari nomor yang paling menggambarkan 
pendapat Anda terhadap setiap pemyataan menggunakan skala yang diberikan. 
Silahkan lingkari atau silangjawaban yang sesuai. 
1. Sangat I 2. 
Tidak Setuju : 
Tidak Setuju 13. / 
atau 
Setuju 4. Setuju 
Tidak 
Setuju 
5. Sangat 
Setuju 
Sebagai seorang manajer penjualan, saya dapat melihat tenaga penjual . .,: 
I Technical Knowledge (Pengetahuan Teknikal) 
1. Mengetahui desain dan spesifikasi dari layanan . 1 2 3 4 5 
: perusahaan 
2 ···M······e~getahui aplika;i d_a_ n fungsi pelayanan pe;~.s_·-:; ... h . . aa·1····· ·1 ·1· '_ 2-[lli' 3 ; 4 5 
I 3. Mengikuti perkembangan layanan dan perkembangan 1 · · · J :· ~-·• 
~ologi di perusah_aan ·-- _ ..... .: 3 . 4 1 _:__ J 
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Adaptive Selling (Adaptasi Penjualan) 
----- --
4. Bereksperimen dengan teknik yang berbeda 1 2 
5. Fleksibel dalam teknlk penjualan digunakan 1 2 
,---~ .. 
6. Adaptasi menjual dari satu pelanggan ke yang lain 1 2 
-----
-
7. Variasi gaya penjualan berbeda dari situasi ke situasi 1 2 
Teamwork (Kerjasama) 
-----------
8. Menghasllkan volume penjualan yang cukup besar dari 
penjualan tim (penjualan yang dilakukan bersama oleh 1 2 
dua atau lebih tenaga penjual/agen) 
' 
9. Membangun hubungan kerja yang kuat dengan ! 1 2 ! 
karyawan beda departemen di dalam perusahaan 
' 
10. Bekerja sangat erat dengan karyawan non-penjualan 1 2 
untuk menutup penjualan 
dengan i 11. Berkoordinasi sangat erat karyawan perusahaan lain untuk menangani masalah pasca-
penjualan dan pelayanan (Contoh: karyawan rumah 1 2 
sakit) i 
- -- ---- 1--- ---~ ~-
12- Membahas strategi penjualan dengan karyawan- I 1 2 
I karyawan dari setiap departemen 
Sales Presentation (Presentasi Penjualan) 
13. Mendengarkan dengan penuh perhatian untuk 
mengetahui dan memahaml kekhawatiran utama 1 2 
pelanggan 
14. Meyakinkan pelanggan bahwa tenaga penjual/agen 
memahami masalah dan kekhawatiran mereka yang 1 2 
unik. 
-----~ 
15. Menggunakan data pelanggan yang lama untuk 2 
mengembangkan pelanggan baru 1 
116. Tenaga penjual/agen mengkomunikasikan presentasl 
'~· _ _Penjualan mereka secara jelas dan ringkas ----•-- 1 2 
i 17. Memberikan solusl terbaik untuk pertanyaan dan 1 2 
i keberatan pelanggan I - ---
; Sales Planning (Rencana Penjualan) 
~-----~- ---------- -·. --,---
18. Merencanakan setiap penjualan melalui panggilan 1 2 
telepon (sales calls) 
19. Merencanakan strategi penjualan untuk setiap 1 2 
pelanggan 
20. Merencanakan wilayah penjualan / pelanggan yang i 1 
! 
2 
dituju i 
21. Merencanakan aktifitas harian 
! 
1 I 2 
Sales Support (Pendukung Penjualan) 
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122:-;::,·~nyediakan layanan puma jual ·11 ·27-3 ~5 
i 23. Memeriksa pengiriman produk (polis) · ··· · ·· 1 .... 2 ! . 3j :iJ 5-, 
24. Menangani keluhan pelan~ga_n_/ pemegang polis ......... 1 2 i 3 4 5 
25. Menindaklanjuti bagaimana isi dari polis (contoh: ! 1 2 3 4 5 klaim, provider rumah sakit dan lain-lain) 
+--+--+·-
-- • .,J_ 
• 26. Memecahkan masalah penerapan 
-'-------
4 5 
, 27. Menganalisa pengalaman pelanggan untuk mengenali 1· I ide-ide jasa baru 
- .. --
4 
Bagian D: Strategi Mengontrol Manajemen Penjualan 
Berikut ini adalah beberapa pernyataan untuk mengukur tingkat Strategi Mengontrol 
Manajemen Penjualan. Mohon diisi sejauh mana Anda setuju atau tidak setuju dengan 
masing-masing pemyataan berikut dengan melingkari nomor yang paling 
menggambarkan pendapat Anda terhadap setiap pernyataan menggunakan skala yang 
diberikan. Silahkan lingkari atau silangjawaban yang sesuai. 
1. Sangat 2. Tidak Setuju I 3. Setuju atau 4. Setuju 
i 
5. Sangat 
Tidak Setuju ! Tidak Setuju Setuju I 
Sebagai seorang manajer penjualan, saya ... : 
[ Monitoring (Memonitor) 
~ Meluangkan waktu dengan tenaga penjual/agen di I 1-~l-2-~!-3-~l-4-f5 
1 lapangan I I 1 
. 
i 2. Melakukan pangg 
I tenaga penjual/ag 
ilan bersama (tendem) dengan 1 2 3 4 J5 
. 
en I 
! 3. Secara regular 
I ~ laporan panggilan 
-
melakukan pemeriksaan terhadap 1 12 3 4 •5 
(sales call) dari tenaga penjual/agen I 
-----
4. Melakukan pemantauan set,ap han terhadap tenaga 1 2 3 I 4 5 
penjual/agen 
5. Melakukan pengamatan terhadap hasil penjualan 1 2 3 4 •5 
l~· tenaga penjual/agen di lapangan Memberi perhatian kemana saja tenaga penjual/agen 1 2 I 3 .4 '5 bepergian 
. - --- -----• -· --~ •·--- -- . 
• 7. Memperhatikan secara detail pengeluaran uang tenaga 1 2 3 4 5 
penjual/agen (dalam rangka kerja) 
-- --- ---- - ---t •· Meo;,,.,•'" ''"' "' '°" ,.,,,, "'''""'" 1 ' 2 I 3 :4 ,s 
_ l___ : __ I ' _[ 
Directing (Mengarahkan) 
-·--~-- - - --- ---- ---- -
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... - -- --- ·---- ' ·~--; 
9. Mendorong tenaga penjual/agen untuk meningkatkan 
hasil penjualan mereka dengan memberikan 1 2 3 4 j 5 
penghargaan atas prestasi mereka 
···-------·-,,~------
i 
-+--+-
10. Berpartisipasi aktif dalam pelatihan tenaga 1 2 3 
penjual/agen 
·····--··-. ----·----------
4 Is 
i 
-+--+--+--1,-.-
11. Secara regular mencurahkan waktu untuk membina 1 2 3 4 i 5 
tenaga penjualan/agen 
12. Mendiskusikan evaluasi kerja dengan tenaga 1 
penjual/agen 
13. Menolong tenaga penjual/agen untuk 1 
mengembangkan potensi yang mereka miliki 
Evaluating (Mengevaluasi) 
14. Mengevaluasi panggila~ (sales calls) penjualan yangT1 
dilakukan oleh tenaga penjual/agen 
15. Mengevaluasi kontribusi keuntungan oleh setiap 
tenaga penjual/agen 
- -- -- ... ------ ------ -
1 
1 
2 3 
2 3 
! 2 i 3 i I 
J - J. 
; 2 • 3 
16. Mengevaluasi hasil penjualan yang dilakukan oleh 
setiap tenaga penjual/agen 
···+·· -i -----
17. Mengevaluasi kualitas presentasi yang dilakukan oleh 1 
tenaga penjual/agen 
f----
18. Mengevaluasi pengembangan profesionalitas 
penjual 
tenaga 11 
Rewarding (Penghargaan) 
19. Memberikan umpan balik terhadap kinerja tenaga 
penjual/agen secara regular 
, 20. Memberikan kompensasi kepada tenaga penjua/agen 
berdasarkan kualitas aktifitas penjualan 
21. Menggunakan insentif sebagai sarana utama untuk 
I 
i . memotivasi tenaga penjual/agen _ I 
: 22. Memberikan insentif berdasarkan hasil yang di capai 
i oleh tenaga penjual/agen 
1 
1 
1 
1 
]2 3 
'2 3 
2 3 
; 2 3 
:2 3 
i 
. 23. Memberikan Reward kepada tenaga penjual/agen 1 , 2 3 
' berdasarkan pencapaian penjualan 
I 24. Menggunakan reward non-financial untuk hasil 1 2 ; 3 
· pencapaian tenaga penjual/agen 
: 25. Memberikan imbalan berdasarkan kuantitas 1 2 3 
penjualan/ closing mereka 
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Bagian E: Karakteristik Tenaga Penjual 
Be1ikut ini adalah beberapa pemyataan untuk mengukur tingkat Karakteristik Tenaga 
Penjual. Mohon diisi sejauh mana Anda setuju atau tidak setuju dengan masing-
masing pemyataan berikut dengan melingkari nomor yang paling menggambarkan 
pendapat Anda terhadap setiap pemyataan menggunakan skala yang dibe1ikan. 
Silahkan lingkari atau silangjawaban yang sesuai. 
1. Sangat 
Tidak Setuju 
2. Tidak Setuju 3. Setuju atau 4. Setuju 
Tidak Setuju 
5. Sangat 
Setuju 
Sebagai seorang manajer penjualan, saya dapat melihat tenaga penjual ... : 
! Affects/Attitudes (Pengaruh dan Sikap) 
1. Bersedia menerima arahan dari manajer penjualan 1 J 2 ! 3 
--+---+--
I 4 ! s 
r·-
• 2. Dapat bekerja sama sebagai bagian dari anggota 1 i 2 : 3 
' tim penju~l~ri. ······-- • 4 ' 5 
Dapat Menerima otoritas manajer penjualan i 4 . 5 
I .L 
og_rii!ions/Capabilities (Kognisi / Kemampuan) 
Memiliki keahlian menjual -----Ti 12_i3_1_4_l_5 ·········i 
I s~ Memiliki ;;e;;-g~t~h~an ~ng dalam terhadap • 
1 
-~-
1
3 k- y~~d_uk atau jasa .. .. _ • 4 • 5 
: Intrinsic motivation (Motivasi lntrinsik) 
----,----------+-
• 6. Dapat merasakan prestasi dari pekerjaan mereka 
7. Dapat merasakan pertumbuhan dan 
I perkembangan pribadi dalam pekerjaan mereka 
· Dapat merasakan stimulasi dan rasa keterlibatan 
yang menantang dalam pekerjaan mereka 
- ----------------- - --- --------
cognition Motivation (Pengakuan Motivasi) 
. -- .. . - "' - --
1 
1 
1 
; 9. Mendapatkan sikap hormat yang tinggi dari 
1 
manajer 
: 10. Mendapatkan sikap hormat yang tinggi dari teman 1 
sejawat 
---------
Behavioral Strategy (Strategi Perilaku) 
--- - ,-- --- ---- -····· 
11. Melakukan kegiatan non penjualan secara efektif • 1 
2 3 ... ' 4 Is 
2 • 3 4 5 
2 ·3 4 5 
:2 3 4 5 
·2 : 3 , 4 5 
2 3 '4 5 
• 12. Melakukan aktifitas pendukung penjualan .i 1 . 2 · 3 ' 4 5 
::: ::~:~::~:a~~~kun~:k;:~::~~:~1:::~::~g;b:da I : J! :.·.·········.·.·
1
1.-:. ffl :.·. · 
pelanggan beda teknik penjualan) ... :... _ . . 
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Bagian F: Otomasi Tenaga Penjual / Salesforce Automation (SFA) 
Berikut ini adalah beberapa pernyataan untuk mengukur tingkat Otomasi Tenaga 
Penjual. Mohon diisi St:iauh mana Anda setuju atau tidak setuju dengan masing-
masing pernyataan berikut dengan melingkari nomor ydng paling menggambarkan 
pendapat Anda terhadap setiap pernyataan menggunakan skala yang diberikan. 
Silahkan lingkari atau silang jawaban yang sesuai. 
1. Sangat 2. Tidak Setuju 3. Setuju atau 4. Setuju 5. Sangat 
Tidak Setuju Tidak Setuju Setuju 
Sebagai manajer penjualan, saya pikir tenaga penjual ... : 
Perceived of Usefulness (Kegunaan yang Dirasakan) 
1. Menggunakan sistem SFA dapat meningkatkan efisiensi 1 2 : 3 
waktu dan biaya operasional sehari-hari 
~----- ·-------- •---
ls 2. Menggunakan sistem SFA akan meninggalkan budaya ' paperless karena menjadi sistem 1 2 13 4 semua 
I mengotomatisasi I I I 
Menggunakan sistem SFA dapat menghemat waktu i 
i 
' 5 ! 3. 1 2 3 ,4 I ! i 
--'--•-·-
4. Menggunakan sistem SFA dapat meningkatkan 1 2 i 3 4 5 
! 
efektifitas kinerja 
' 
5. Menggunakan sistem SFA dapat mempermudah 
1 2 3 4 5 pekerjaan, bisa dilakukan kapan saja dan di mana saja, 
asalkan ada koneksi internet 
----
--
I------ -- -
. , __ 
-
6. Menggunakan sistem SFA dapat meningkatkan 1 2 3 4 5 
produktivitas 
------ --
- -----
, __ 
--
7. Menggunakan sistem SFA dapat meningkatkan layanan 
kepada pelanggan karena informasi 1 2 3 4 5 semua yang i 
i i diberikan adalah real-time i 
I Perceived Ease of Use (Persepsi Ke111udahan Penggunaan) 
' 1--- --- --i 8. lnteraksi dengan sistem SFA jelas dan dimengerti 1 
i 
1-9: -- Sistem SFA mudah untuk digunakan oleh tenaga 1 2 --3 -14 ' 5 
2 3 I 4 s ! 
penjual 
,-------- - ·- ----- -- i --l 
10. Mudah untuk menjalankan sistem $FA untuk ,
1 
1 2 3 : 4 , 5 
~_m_e_la_k_u_ka_n_a_p_a_y_a_n_g_t_e_na_g_a_p~e_n_ju_a_l_in_g_in_la_k_u_ka_n _ ~-~---~l-~1--~I 
Note: SFA adalah sistem informasi tenaga penjual yang digunakan perusahaan 
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Appendix B 
Statistic Results 
TEST OF NON-RESPONSE BIAS 
Group Statistics 
Grouo N Mean Sid. Deviation 
Profitabiity Group 1 135 3.0902 .70886 
Group 2 135 3.2356 .62649 
Sales Volume Group 1 135 3.3283 ,67196 
Group 2 135 3.3579 .73002 
Sales Organization Group 1 135 3.2093 .58813 
Effectiveness Group 2 135 3.2968 .57876 
Salesforce Performance Group 1 135 3.2496 .84569 
Group 2 135 3.2196 .6728S 
Sales ManagernE":nt Group 1 135 3.3432 ,35489 
C ontro I Strategy Group 2 135 3.2453 ,32081 
Salesforce Group 1 135 3.1715 .82092 
C haractelistics Group 2 135 3.2349 .65354 
Salesforce Automation Group 1 135 3.3337 .86765 
Group 2 135 3.2990 .57522 
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Stet Error 
Mean 
.06101 
,05392 
05783 
.06283 
.05062 
.04981 
.07279 
.05791 
.03054 
.02761 
,07065 
.05625 
,07468 
.04951 
95')1;(:0(lf>Olffl.CO 
lrller.1/llofltl(! 
Offlereriee 
Lower u 
-.30511 .01490 
-.30S13 01491 
• 19176 
'"" 
•. ~9171 13SSt 
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""" 
-.22734 
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JliSSS srnoo 
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FACTOR Al'iALYSIS RESULTS 
Anti-image Covariance E01 
E02 
E03 
E04 
E05 
E05 
E07 
EOS 
Ani-image Correla!ion EO! 
E02 
E03 
EC4 
EC5 
EOG 
E07 
E08 
KMO and Bartlett's Test 
Kaiser-Meyer-Olk.in Measure of Sampling 
.Adequacy. 
Bartlett's Test of 
Sphericity 
Approx. Chi-Square 
df 
Sig. 
Anti-Jmage Matrh:es 
£01 E02 E03 E04 
.775 -.258 .124 -.0£0 
•. 258 549 -.261 094 
124 -.261 .589 -.018 
-.060 .094 -018 m 
- 013 -.072 -.121 -.042 
02, • 021 096 078 
-045 -.016 -.101 -160 
-.033 . 025 -.021 
· 123 
..,,. 
-.300 .183 -000 
-396 .667;, -.459 . ~49 
.183 • 459 -.027 
-.080 .'49 -.027 .766"' 
.,019 -.122 -.197 -061 
034 •.◊38 .164 121 
• 062 -3'.134 ·.210 -.302 
·,051 -.0◄5 - 037 •,195 
a. Measures of Sampling Me-quacy{MSA) 
Communalitfes 
Initial Extraction 
EO1 1.000 .349 
E02 1.000 .799 
EO3 1.000 .559 
E04 1.000 .481 
EOS 1.000 .507 
EO6 1.000 .544 
EO7 1.000 .768 
EOB 1.000 .645 
Extracllon Method: Principal Com1xment AAalysis. 
.776 
686.000 
28 
.000 
E05 E06 
-.013 02' 
-.072 •.021 
•.121 .096 
-.042 078 
.64-0 . , ,., 
-.134 .578 
-.060 -.191 
-.037 -.100 
-.019 .034 
-.122 -.Ola 
-.197 164 
-.06' .121 
6923 -.221 
-.221 .76?3 
~.120 -.-403 
• 062 ·.178 
I E07 EOB 
-.045 -.033 
-.016 -.025 
-.101 -.021 
-.160 -.123 
-.060 -.037 
• 191 -.100 
.391 -.145 
-.145 .554 
- 087 -.051 
-.034 -.045 
-.210 -.037 
-.302 -.195 
-_120 •. 062 
-.403 -.176 
.79-23 -.312 
-.312 .871a 
'.rtltal E 
' 
f:xtracuon Swru of c:~uanHI Loaffirrs Ro!ali0<1 Sums of Shuared Loadm~~ 
Com,l)fkr,t Total % etvamlrn:i! CuTTll.l!;lt,w,'¼ T""°' , % ofVariarice '"'umulatve% Total ¼oi¼lnance C<,1'1¥lh!UV¼ % 
1 1435 42 978 42 978 J-43& 42i'!?S 42,978 2.&99 :-2-492 32.492 
2 ;,,114 1517€ se ,5,t 1214 1!> 116 5" ,,., 2 053 2~.562 5S 154 
' -
tt 246 69500 
' 
.,, 10 043 79 54:, 
5 556 S 95$ 
"'""' 
' "' 
$ tf,'J, tl1.97i 
' "' 
4 41!, 95.446 
' "' 
l 554 100.000 
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Component Matrii 
Comr onent 
1 2 
E01 .435 .400 
E02 .619 .646 
E03 .612 .430 
E04 .526 -.452 
E05 .710 .049 
E06 .664 -.321 
E07 .842 -.240 
E08 .748 -.291 
Extraction Method: Principal Component Malysis. 
a. 2 components extracted. 
Rotated Component Matril 
Comronent 
1 2 
EO1 .098 .583 
EO2 .092 .889 
EO3 .218 .715 
EO4 .693 -.034 
EO5 .531 .475 
EO6 .721 .154 
EO7 .812 .328 
EO8 .769 .230 
Extraction Method: Principal ComponentMalysis. 
Rotation Method: Varimax with Kaiser Nonnalizalion. 
a. Rotation converged in 3 iterations. 
Component Transformation Matrix 
Comoonent 1 2 
1 .789 .614 
2 -.614 .789 
Extraction Method: Principal Component Malysis. 
Rotation Method: Varimax with Kaiser Nonnalization. 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 
Bartlett's Test of 
Sphericity 
Approx. Chi-Square 
df 
Sig. 
.964 
8589.387 
351 
.000 
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I Commonalities Initial Extraction 
KTP1 1.000 .591 
I KTP2 1.000 .518 KTP3 moo .642 KTP4 1.000 .774 
KTPS 1.000 .738 
I KTP6 1.000 .766 KTP7 1.000 .751 KTP8 1.000 .808 
KTP9 1.000 .824 
I KTP10 1.000 .700 KTP11 1.000 .806 KTP12 1 000 .841 
KTP13 1.000 .712 
I KTP14 1.000 .619 KTP15 1.000 .826 KTP16 1 000 .769 
KTP17 1.000 .803 
I KTP18 1.000 .900 KTP19 ~.000 .838 KTP20 i.000 .869 
KTP21 1.000 .777 
I KTP22 1.000 .804 KTP23 1.000 .738 
KTP24 1,000 .778 
KTP25 1.000 .703 
I KTP26 1.000 .777 KTP27 1.000 .663 
Extraction Method: Principal Component Analysis. 
I t'lltial Eiqcnl'.!'.'hms Fxtrnclkm Sumi.of Sqc111reQ Lo,;,din">< Ro:a!ion Sums ,:,f Sn:.iiire.n :_oamnqs 
co~OOEcrl Total % o/Varial'lce : :::um.iia~:w % Total ¾ofVarian,:;o : Cmn1!,r!Mi % Total % ofValia'!ce Ct,rr,u;ative % 
TotatVariamm f:'.xpJairitd 
1 1e.240 67 555 67 .$55 18240 57 555 67.5~5 9072 33.601 33 501 
' 
1-265 4.6!1$ 12240 U65 4Ji95 n;w; SJ',11\ 25.242 S!l e4;, 
' 
1 C30 3.816 76.056 Hl3C '.H.16 78_056 4.647 17.213 76 C56 
' 
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Component Matri:R 
Comoonent 
1 2 3 
KTP1 ,727 .~oo .228 
KTP2 . 711 -.113 •,003 
KTP3 ,801 ·.001 .008 
KTP4 ,862 ,096 .146 
KTP5 ,841 -.169 .055 
KTP6 .858 -.122 ,122 
KTP7 .862 -.059 .067 
KTP8 ,853 -.251 ·,129 
KTP9 .875 ·.235 ·,050 
KTP10 .825 -.138 .031 
KTP1~ ,865 ·.215 -.112 
KTP12 ,908 -.128 •,004 
KTP13 .804 -.251 ·.037 
KTP14 ,850 ·,257 ·,172 
KTP15 .833 -.317 -.178 
KTP16 ,851 -. i 21 .175 
KTP17 .874 -.197 .036 
KTP18 .781 ,347 -.413 
KTP19 .820 262 -.311 
KTP20 ,802 ,292 -.375 
KTP21 .767 301 -.312 
K'fP22 .773 ,364 ,245 
KTP23 .830 201 .091 
KTP24 .783 .164 ,348 
KTP25 ,792 .245 .123 
KTP28 .827 , 151 .264 
KTP27 .772 .200 .168 
Extraction Method: Principal Component Malysis. 
a. 3 components extracted. 
Component Transformation Matrix 
Com::lonent 1 2 I 3 I 
1 .678 ,578 
.454 I 
2 •,725 
.424 i 
-:~! i 3 ·, 121 ,6118 
Extraction Method· Principal Component Analysis. 
Rotation Method: Varnnax with Kaiser Normalization. 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sarrp11ng 
Adequacy. 
Bartlett's Tei,;:t of 
Sphericily 
Approx. Chi"Square 
df 
Sig. 
.789 
1961.482 
300 
,000 
Rotated Component Matrii 
Co,~onent 
1 2 3 
KTP1 .393 .622 .224 
KTP2 .564 .360 .263 
KTP3 .543 .468 ,357 
KTP4 ,497 .641 ,341 
KTP5 .686 .452 .251 
KTP5 ,655 .529 .237 
KTP7 ,620 .519 .312 
KTP8 176 .296 .342 
KTP9 ,770 .371 .305 
KTP10 656 .l.40 .277 
KTP11 .756 .331 .355 
KTP12 710 .467 .346 
KTP13 ,732 .332 ,255 
KTP14 .784 .262 ,368 
KTP15 .816 .223 .332 
KTP16 ,644 .562 .i97 
KTP17 .731 .446 .264 
KTP18 ,328 .310 ,835 
KTP19 .404 .368 .734 
KTP20 376 .326 .788 
KTP21 34-0 .354 .732 
KTP22 216 .780 ,386 
KTP23 .406 .626 ,422 
KTP24 ,377 ,771 .204 
KTP25 .345 ,647 .406 
KTP26 .419 .726 .271 
KTP27 ,358 .647 .341 
Extraction Mefhod: Prin<:ipal Component AnalySfS. 
Rotation Melliod: Varirr-.ax witti Kai$er Normalization. 
a. Rotation converged in 7 iterations. 
270 
I 
I 
I Communalities Initial Extraction 
SM1 1.000 .717 
I SM2 1.000 .651 SM3 1.000 .654 
SM4 1.000 .568 
I SM5 1.000 .331 SM6 1.000 .609 
SM7 1.000 .305 
I 
SM8 1.000 .670 
SM9 1.000 .444 
SM10 1.000 .526 
SM11 1.000 .286 
I SM12 1.000 .386 SM13 1.000 .579 
SM14 1.000 .566 
I SM15 1.000 .541 SM16 1.000 .465 SM17 1.000 .590 
SM18 1.000 .288 
I SM19 1.000 .727 SM20 1.000 .635 
SM21 1.000 .634 
I SM22 1.000 .382 SM23 1.000 .489 
SM24 1.000 .458 
I 
SM25 1.000 .527 
Extraction Method: Principal Component Analysis. 
Total Variance Explained 
Initial Ei"envalues Extraction Sums of Snuared Loadin"s Rotation Sums of Snuared Loadin"S 
co-onent Total % of Variance Currula1ive % Total % of Variance Currulative % Total % of Variance Cum.Jlative % 
' 
4.423 17.692 17.692 4.423 17.692 17.692 4,349 17.398 17 398 
' 
3.047 12.167 29.879 3.0H 12.187 29.879 2.398 9.591 26 988 I 
3 2.254 9.016 38.895 2.254 9.016 38.895 2.348 9.391 36 379 
' 
2.080 8 321 47.215 2.080 8.321 47.215 2.142 8.569 44.948 
s 1.222 4.888 52.103 1.222 4.888 52.103 1.789 7.155 52 103 
6 '92 3.970 56.073 
7 950 3.e02 59.875 I 
" '" 
3.547 63.421 
9 
"' 
3.517 66 939 
,0 
'" 
3.330 70.269 
" '" 
3.064 73.333 
" 
,,., 2.937 76 269 I 
" '°' 
2.808 79.077 
" 
630 2.518 81.596 
" 
60, 2.429 84,025 
" 
5'6 2.165 66,210 
" 
,,, 2 085 66.294 I 
" 
sos 2.020 90 314 
" 
437 1,746 92.060 
20 m 1 693 93.754 
" 
3,6 1.506 95.260 
" 
35' 1.432 96.691 I 
" 
3'6 1.263 97 954 
" 
'65 1.061 99,015 
" 
"6 '85 100.000 I E:,ctraclion Me!hod. Principal Component Analysis 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
Component Matrit 
Co-(H1Ef11 
1 2 
' 
4 
SM1 -199 -.206 .070 -.016 
SM2 _793 -.125 .061 .030 
SM3 .796 -.055 .046 .051 
SM4 .74£ -.025 .094 -.046 
SMS .532 -160 .007 ·.147 
SM6 .743 - 014 .067 -.001 
SM7 ,5;9 - 172 -.018 .061 
SM6 .797 -.142 .097 -.052 
, SM9 
-.001 -.1 00 -.179 .611 
SM1◊ -.080 - 097 -.102 .706 
SM11 .089 -134 -.026 .506 
SM12 053 -.245 -.2:M> ,417 
SM13 •,004 -.233 -.154 ]05 
SM14 -003 387 .57' 268 
SM15 .027 .364 .610 .167 
SM16 -028 368 .504 118 
SM17 .018 346 .625 .171 
'. SM18 .C01 .226 420 .239 
i SM19 .242 .570 -.407 034 
SM20 .189 .599 • 385 .049 
SM21 .166 676 -.278 .023 
SM22 ,"'.69 475 -.300 .181 
SM23 .064 485 -.180 
I 
064 
SM24 .174 461 -.227 .059 
SM25 .120 .500 -.126 ,.056 
Extraction Method: Principal Cornponer,t Analysis. 
a. 5 components extracted 
Rotaled ComponentMatri\ 
CO:"""'onen! 
1 2 3 • SM1 ,824 - 019 .075 : 026 
SM2 803 .014 .058 .054 
SM3 .792 _029 029 082 
SM4 744 .001 .072 -049 
$M5 .556 -.rn7 -.035 -,097 
SMB .736 .040 -.032 -.002 
SM7 535 -.067 .013 108 
SM8 616 .013 .034 - 027 
SM9 -.007 -.052 .026 ... , 
SM10 -.096 .082 .039 ,7YJ 
SM11 ,090 .072 .010 5"\8 
SM12 .062 -.209 -.192 .505 
SM13 -.002 - 023 -.006 .756 
SM'14 -.024 .722 • 054 04€ 
SM15 .017 _716 -.061 -.052 
SM16 -.054 .649 ,i61 -.085 
SM17 .009 747 098 - 049 
SM18 -.006 .521 -.050 .087 
SM19 083 -.037 845 -.020 
SM20 .029 -.010 .778 -.017 
SM21 024 .103 752 -082 
SM22 .039 014 .499 . ;24 
SM23 -.041 .071 , 145 -.017 
SM24 .064 .009 216 -.002 
SM25 .008 .102 .207 •.156 
Extrnu::tion Method: Pnnc1pal Component Analysis. 
Rotauoo Method: V.;1rimax: wilh Kaiser Normali.zation 
a. Rotation converged in 5 11erations 
5 
-.176 
-038 
111 
004 
.020 
.226 
-.0'.38 
-.054 
-.054 
-.038 
-.061 
.305 
-.054 
.1'9 
.000 
-.214 
-.225 
.057 
-.421 
-.301 
-.249 
-.003 
.470 
.399 
.424 
5 
-.176 
- 017 
.146 
.050 
-.017 
.247 
-.051 
-.052 
-.057 
-.017 
-.057 
.215 
-.078 
.198 
.134 
- 089 
-. 138 
.082 
066 
.168 
.225 
.340 
.679 
.537 
.670 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
component Transformation Matri)( 
Comnonent 1 2 3 I 
1 ,977 .010 .183 
2 •, 185 ,455 ,667 
3 ,102 .836 -.442 
4 -.035 ,295 .074 
5 .012 -.075 •,566 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varirr.ax with Kaiser Normalization. 
KMO and Bartle1fs Test 
Kaiser-Meyer-O!kin Measure of Sampling 
Adequacy. 
Bartlett's Test of 
Sphericity 
M>-•=i•V'"""""''" I.AA1 
I.AA? 
=, 
=· 
'"" =• 
-, 
-· KARB ;;...,_'.: 
;;_,p_,, 
'IJF12 
fJ,R;J 
C------- K."'l<H 
'ffl·""'Je c,;.,~;.i,c-n K.oii:i-
,AA, 
I(;;;.,_; 
,~, 
!<.AAS 
•AA< 
_, 
-· ,AAS 
l(.0Js1¢ 
I'-'"'<'' 
l'-'"'<'l 
~AA.') 
=·• 
-· "" o,; 
oo, 
'"' -~7 
·~ .,
= 
·= 
-o, .. 
.!)!;j 
001 
--
"' 
Communalities 
Approx, Chi-Square 
df 
Sig, 
¥!\RJ 
"' 
"' m• 
~. 
~. 
"' 
-,oo, 
= 
-oo, 
~· ,ro, 
"'' .r,,;r 
... 
_, 
"' m• 
= 
,oo, 
"' = 
,oo, 
oo, 
,ro, 
.o,i 
-
Initial Extraction 
KAR1 1.000 ,567 
KAR2 1.000 ,681 
KAR3 1,000 ,728 
KAR4 1.000 .782 
KAR5 1,000 .725 
KAR6 1,000 ,760 
KAR? 1.000 ,771 
KAR8 1.000 ,754 
KAR9 1000 ,657 
KAR10 1,000 .441 
KAR11 1,000 ,644 
KAR12 1,000 ,649 
KARl3 1.000 .429 
KAR14 1,000 478 
Extraction Melhod: Principal Comp-onent Analysis. 
4 
,011 
•,238 
•,205 
,949 
,007 
,949 
3287,726 
91 
,000 
Ji? 
\)]~ • .O,l.'f 
,:)j(> .w,,; 
- W4 '. ,(><} 
. r..., ' Jlt 
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.r;:; 
™' 
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.q,;~ 119 
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QM ,,r, 
• !&G (h! 
.n, tDl 
,zrn : . 1J• 
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-,. 
-,~, 
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-O!t 
w, 
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,1)77 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
iotal Variance Explained 
Initial Einenva!ues 
Comnonent Total % of Variance Cumulative % 
1 9.067 64.763 
2 .893 6.381 
3 .702 5.011 
4 .527 3.761 
5 .476 3.401 
6 .454 3.245 
7 .348 2A83 
8 .336 2.398 
9 .268 1.913 
10 .258 1.845 
11 .215 1,537 
12 .184 1.317 
13 .149 1.063 
14 .124 ,8&1 
Extractior Method: Principal Component Analysis. 
Component Matrit 
CoP1pone 
nt 
1 
KAR1 .753 
KAR2 .825 
KAR3 .853 
KAR4 .884 
KARS .852 
KAR6 .an 
KAR7 .878 
KAR8 .869 
KAR9 .811 
KAR10 .664 
KAR11 .802 
XAR12 .806 
KAR13 .655 
l<AR:14 .691 
Extraction Melhoo· Principal Component Analysis. 
a. 1 components e;xt>-acleci. 
Rotated Component Matril 
64,763 
71144 
76,155 
79.916 
83,317 
86,561 
89.044 
91.442 
93 355 
95.200 
96.737 
98.054 
99.117 
100 000 
a. Only one corfl)onent was extracted. 
The solution cannot be rotated. 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 
Bartlett's Test of 
Sphericlty 
~prox. Chi-Square 
df 
Sig. 
.949 
1987.966 
45 
.000 
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Extraction Sums of Snuared.Load(rJ.9..§__ 
Total % of Variance I Cumulative% 
9.067 64.763 64.763 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
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"" 
Sf'A'I' .,,, SFM SfA5 .,,. SFP 
AolH1M$1~ C<>Vllrlllnl'le SFA1 .◄?l •,¢,;$ .,., •OH - 03$ •.074 .O{<J 
SFN ... , 
'" 
•.M4 •.OHi •.CM ·,04'. •. -022 
SfAl . ,., .J)84 
"' 
.1)1) •.C24 -011 • 001 
'"' 
. 01! ·.OH! .0,2
"' 
- '30 
'" 
.,., 
SFM •lHt\ •JllM 
. "'' 
•.1!lll _209 • 1144 - :!3~ 
SfM • 014 •.041 •.ll11 
"' 
•.044 
"' 
•,Olli 
Sh\7 070 •JJ22 .oo, 
·"'' 
-J'AS • oe• 300 
SF . .\,! 
"' 
•Jl21'i ... , •.01!) •.008 -Olli 
·"' SFA11 
·"' 
-Jl2l -.$,UJ .J}'.H •.047 .on 007 
SFA10 . 000 •.0$1 
"' "' 
,001 ·.lH1 ... , 
Allli-m,aga Currelanrn1 Sh\\ 'fiO' ·.147 • 133 ,Ol,I: -.OSO • 152 
"' SFAl . ur .1M2• ... , ... , ._137 -148 -.064 
sr,;, 
"' 
·.1\Vil .,.. •• O)J 
. "' 
•J/60 -no 
Sh'.4 .o.n •.066 .0,7 ..... -.JU 
'"' 
•UZ 
SFAS 
. "' 
•,131 •.095 
. "' 
_';}4'.5• 
-JU ·112 
SF/,G 
'" 
.us 
""'' "" 
•,147 9~1~ -.2SS 
sr;,1 
"' 
... , m •,122 d22 •,::'$$ ,,.. 
SFM ... , .,.,, • 1$1 . ro, .J)2:4 · HIO •.ZSI! 
SFM 
"' . "' 
. ns 
. "' 
•.121 . 067 
'" SFMO • 1 •.145 
·"'' 
on ·.lM 
"' 
-.110 
Communal!UH 
lrrlial Extraclion 
SFA1 1.000 543 
SFA2 1 000 804 
SFA3 1.000 .784 
SFA4 1.000 567 
SFAS 1.000 115 
SFA6 1.000 719 
SFA7 1.0::0 .716 
SFA8 1.0:)0 .599 
SFA9 U)OO 519 
SFA10 1.0:)0 467 
ExlracHor. Melrod: P•iricipal Component Malys's. 
l(l!al Vulanu E.xp!a)ned 
lnil1al. Er~rwa!Ue$ 
Comn.cner11 Tata: ¾ofVanance Cumu:ative% 
' 
6 492 64.918 
2 658 e 585 
3 .5b9 5 687 
4 54' 5 409 
5 469 4 688 
6 357 3.570 
1 .298 2.978 
6 .233 2332 
' 
220 2 i98 
10 164 1.636 
Ewacllon Meltio~· Principal Component An.Jly11111 
Componenl Matri:t 
Compr.TJ~ 
cl 
' SfA1 m 
SFA2 897 
SFA3 ,as 
SFA4 i53 
SFA':' l'.!90 
SF/c 848 
SFA? 846 
SFM 774 
SFA9 720 
SFA10 .6S3 
Extr.:1Ctlon Mett10d Pn~c pal Component Ana:ys,s 
a. 1 COrrf'O".efJIS extracted 
64 918 
71 502 
77.189 
62.598 
87.286 
90.856 
93.834 
96.166 
98.364 
100.000 
ExtttlCt!cn SLmsor=- uarec loadr1as 
To:al : % ol Variance Cumula'.i'X! ½ 
6.492 64 918 64 sie 
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-.2$9 
"' 
·.~ 10 
,w 
'" 
-025 
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I 
I 
I Appendix: Reliability Result 
Reliability (SOE factor 1) 
I Reliability Statistics 
I 
Cronbach's 
Aloha N ofllems 
,800 5 
I Item Statistics M<>an Std. Devi-•i-n N 
E04 3.2074 .72754 270 
I EOG 3.4593 .76409 270 E06 3.1556 .69375 270 E07 3,3630 .77226 270 
EOB 3.0741 .74304 270 
I Item-Total Statistics 
Scale Corrected Cronbach's 
Scale Mean if Variance if Item-Total Alpha if Item 
I Item Deleted Item Deleted Correlation Deleted E04 13.0519 5.581 .437 .804 
EO5 12.8000 5.224 .517 .782 
EO6 13.1037 5.305 .571 .765 
I E07 12.8963 4.539 .753 .703 EOB 13.1852 4.932 .645 . 741 
I Scale Statistics Mean Variance Std. Deviation N of Items 
16.2593 7.613 2.75914 5 
I Reliability (SEO factor 2) 
I Reliability Statistics Cronbach's 
Alnha N of Items 
I .642 3 Item Statistics 
Mean Std. Deviation N 
I E01 2.8593 73836 270 E02 3.1185 95280 270 
EO3 3.4815 70423 270 
I Item-Total Statistics Scale Corrected C ronbach's 
Scale Mean if Variance if Item-Total Alpha if Item 
Item Deleted Item Deleted Correlation Deleted 
I E01 6.6000 2.137 _337 .686 E02 6.3407 1.177 640 .231 E03 5.9778 2.044 .432 .578 
I 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
Scale Statistics 
Mean Variance Sld. Deviation N of Items 
9.4593 3.409 1.84638 3 
Reliability (SFP factor 1) 
Reliability Statistics 
Cronbach's 
,t,Joha N ofltems 
.974 15 
lte m Statistics 
Mean I Std. Deviation N 
KTP2 3.3519 .6~23 270 
KTP3 3.3889 .75704 270 
KTP5 3.4704 .83880 270 
KTP6 3.5778 .92037 270 
KTP7 3.533~ 7t.!H2 270 
KTPB 3,3704 .90221 270 
KTP9 3.5185 .96289 270 
KTP10 3.4963 .77961 270 
KTP11 3.4481 .80143 270 
KTP12 3.5481 .87695 270 
KTPi3 32037 .91212 '70 
KTP14 3.3889 .84959 270 
KTP15 3.4704 .88200 270 
KTP16 :2.9444 U4094 270 
: KTP17 3.4889 .82585 270 
ltem~Total statistics 
Scale Corrected 
Scale Mean if Variance if Item-Total 
Item Deleled Item Deleted Correlation 
KTP2 47.8481 112.791 .689 
KTP3 47.8111 109.827 .765 
KTP5 47.7296 107 165 .845 
KTP6 47.6222 105.686 .846 
KTP7 47.6667 108.870 .838 
KTP8 47.8296 105.681 .865 
KTP9 47.6815 104.225 .884 
KTP10 47.7037 108.722 .813 
KTP11 47.7519 107.429 .871 
KTP12 47.6519 105.521 .902 
KTP13 47.9963 106.442 .811 
KTP14 47.8111 106.682 .862 
KTP15 47 .7296 106.228 .854 
KTP16 48.2556 102.057 .832 
KTP17 47.7111 106.860 .878 
Scak> Statistics 
Mean Variance Std. Deviation N of Items 
51.2000 122.540 11.06977 15 
277 
Cronbach's 
Alpha if !em 
Deleted 
.974 
.973 
.972 
.972 
.972 
.971 
.971 
.972 
.971 
.971 
.972 
.971 
.972 
.973 
.971 
I 
I 
I Reliability (SFP factor 2) 
I Reliability Statistics Cronbach's 
Aloha N of Items 
.939 B 
I Item Statistics 
Mean Std. Deviation N 
I KTP1 3.7111 .80765 270 KTP4 3.6481 .73057 270 KTP22 2.6815 .74327 270 
KTP23 27407 .79928 270 
I KTP24 3.5037 1.14310 270 KTP25 3.5074 1.04807 270 
KTP26 3.3370 1.07061 270 
I 
KTP27 3.4704 1.08601 270 
Item-Total Statistics 
Scale Corrected Cronbach's 
I Scale Mean if Variance if Item-Total Alpha if Item Item Deleted Item Deleted Correlation Deleted KTP1 22.8E89 32.828 .693 .937 
KTP4 22.9519 32.440 631 .93-0 
I KTP22 23.9185 32.425 .817 ."31 KTP23 23.8593 3; .950 .808 .930 KTP24 23.0963 28.504 826 .929 
KTP25 23.0926 29.772 .789 .931 
I KTP26 23.2630 29.012 .844 .927 KTP27 23.1296 29,526 .778 .932 
I Scale Statistics Mean Variance Sid. Deviation N of Items 
26.6000 39.891 6.31597 B 
I Reliability (SFP factor 3) 
I Relhtblllty StatisHcs Cronbach's 
/\Joha N of Items 
I .931 4 Item Statistics 
I 
Mean Std. Deviation N 
KTP18 3.0222 .97146 270 
KTP19 3 2815 .96521 270 
KTP20 3.1148 1.01557 270 
I KTP21 30963 .60817 270 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
ftem-T otal Statistics 
I Scale Corrected Cronbach's Sr.ale Mean 1f i Variance if Item-Total .Alpha i.f ltem 
Item Deleted : Item Deleted Correlation Deleted 
KTP18 9.4926 I 5.723 .904 .889 
KTP19 9.2333 5.919 .855 .906 
KTP20 9.4000 5.601 .881 .899 
KTP21 9.4185 7.768 .805 .939 
Scale Statistics 
Mean Variance Std. Deviation N of Jtems 
12.5148 10.868 3.29664 4 
Reliability (SMCS factor 1) 
Reliability Statistics 
Cronbach's 
Alriha Nor Hems 
.873 8 
Item Statistics 
Mean I Std. Deviation N 
SM1 3.5111 1.06563 270 
SM2 3.3815 1.13036 270 
SM3 3.4593 1.12929 270 
SM4 3.5630 1.06382 270 
SM5 3.5333 1.12953 270 
SM6 3.5593 1.13175 270 
SM7 3.4481 i 1.08859 270 
SM8 3.7259 1.05907 270 
Item-Total Statistics 
&:ale Corrected Cronbach's 
Scale Mean if Variance if Item-Total .Alpha ifltem 
Item Deleted Item Deleted Correlation Deleted 
SM1 24.6704 3~.166 .732 .847 
SM2 24.8000 30.SOO .712 .848 
SM3 24.7222 30.878 .706 .849 
SM4 24.6185 32.056 .649 .855 
SM5 /4.6481 33.813 <51 .877 
SM6 24.6222 31.515 .647 .856 
SM7 2-4.7333 34.283 .434 .878 
SM8 244556 31230 732 847 
Seale St.atistics 
Mean Variance Std. Deviation N of Items 
28.1815 41.012 6.40403 8 
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I 
I 
I Reliability (SMCS factor 2) 
ReJiability Statistics 
I Cronbach's Aloha Nofltems 
.629 5 
I Item Statistics Me.:in ~tri D>'!Vi"''i"" N 
SM9 3.6556 .92259 270 
I SM10 3.6407 .90466 270 SM11 3.6889 .99041 270 SM12 3,5370 1.04744 270 
SM13 3.7519 .B7164 270 
I ltem~Total Statistics 
Scale Corrected Cronbach's 
I Scale Mean if Variance if Item-Tota! Alpha if Item Item Deleted Item Deleted Correlation Deleted SM9 14.6185 6.378 .397 .569 
SM10 14.6333 6.211 .454 .541 
I SM11 14.5852 6.586 .297 .619 SM12 14.7370 6425 .293 .626 SM13 14.5222 6.139 .504 .519 
I Scale Statistics Mean Variance Std. Deviation i N of Items 
18.2741 9.077 3.01281 5 
I Reliability (SMCS factor 3) 
I Reliability Staiti$lics 
Cronbach's i 
I 
Aloha i N of llems 
.709 I 5 
Item Statistics 
I Mean · . ::.1d. Deviation N SM14 3.6556 i.07518 270 SM15 3.7407 1.05930 270 
SM16 3.5444 U2585 270 
I SM17 3.66€7 1.03830 270 SM18 3.8556 .98193 270 
ltem~Total Statistics 
I Scale Corrected Cronbad'l's Scare Mean if Variance if Item-T Ola! Alpha itl!em Item Deleted Item Deleted Correlation Deleted 
SM14 14J3074 8A61 .528 635 
I SM15 14.7222 8.633 .508 -SM1£ 14.9185 8.737 .438 .674 SM17 l4.7963 8.587 535 .633 
SM18 14.6074 9J127 .328 712 
I 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
18.4630 12.919 3.59426 5 
Reliability (SMCS factor 4) 
Reliability Statistics 
Cronbach's 
,AJnha N of Items 
.760 4 
Item Statistics 
Mean Std. Deviation N 
SM19 3.7852 .95540 270 
SM20 3.6519 1.07225 270 
SM21 3.6519 1.07225 270 
SM22 3.8444 .83034 270 
Item-Total Statistics 
Scale Corrected Cronbach's 
Scale Mean if Variance if Item-Total Alpha if Item 
Item Deleted Item Deleted Correlation Deleted 
SM19 11.1481 5.301 .652 .654 
SM20 11.2815 4.999 .612 .674 
SM21 11.2815 5.043 .600 .681 
SM22 11.0889 6.721 .388 .783 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
14.9333 9.081 3.01348 4 
Reliability (SMCS factor 5) 
Reliability Statistics 
Cronbach's 
Aloha N of Items 
.575 3 
Item Statistics 
Mean Std. Deviation N 
SM23 3.9259 .82372 270 
SM24 3.9296 .87438 270 
SM25 3.9037 .86977 270 
281 
I 
I 
I ltem~Total Statistics Scale Corrected Cronbach's 
Scale Mean if Variance if Item-Total Alpha if Item 
I Item Deleted Item Deleted Correlation Deleted SM23 7.8333 1.998 .382 .478 
SM24 7.8296 1.911 .368 .498 
I SM25 7.8556 1.856 .402 .445 
Scale Statistics 
I Mean Variance Std. Deviation N of Items 11.7593 3.566 1.88848 3 
I Reliability (SFC) 
I Reliability Statistics Cronbadl's 
Aloha N ofllems 
I .956 14 
Item Statistics 
I Mean Std. Deviation N KAR1 3.5111 1.00827 270 KAR2 3.6074 1.01730 270 
KAR3 3,5741 1.04191 270 
I KAR4 3.6926 .98970 270 KAR5 3.7259 .94794 270 KAR6 3.6111 .94881 270 
KAR7 3.5000 .98596 270 
I KAR8 3.5222 1.00439 270 KAR9 3.7407 .90404 270 KAR10 3.9370 .79946 270 
KAR11 3.6963 1.05798 270 
I KAR12 3.9111 .57799 270 KAR13 3.8333 .93566 270 
KAR14 3.8741 .86596 270 
I Item-Total Slallatlcs Scale Corrected Crunbach's 
ScalE Mean if Variance 1r Item- Total Alpha ii Item 
Item Deleted Item Deleted Correlation Deleted 
I 
KAR, 48 2259 95 789 7'4 954 
KAA2 48,1296 94.240 
"' 
'52 
KAA3 48 1630 93 312 820 952 
KAR• 48,0444 93 507 858 951 
KARS 48,0111 94 851 
"' 
952 
I KAR6 48,1259 94 408 845 
ss, 
KAR7 48,2370 93 728 84' 
"' KAR8 482148 93 641 836 '51 
KAA9 47 ,9963 96.375 772 953 
KAR,O 47 ,8000 100 265 524 956 
I KARn 48,0407 93.957 772 953 KAR '2 478259 101.624 767 95' KAR'3 47 9037 98,593 6'5 '56 
KAR14 47 ,8630 98.951 650 955 
I 282 
I 
I 
I 
I 
I Scale Statistics Mean Variance Std. Deviation N of Items 
51.7370 110.901 10.53095 14 
I Reliability (SFA) 
I Reliability Statistics Cronbach's 
.AJoha N ofllems 
I ,938 10 Item Statistics 
I Mean Std. Deviation N SFA1 3.6556 1.05070 270 SFA2 3.5556 1.03591 270 
SFA3 3.4963 1.04098 270 
I SFA4 3.5259 1.01534 270 SFAS 3.6704 .98627 270 SFAS 3.6037 .98426 270 
SFA7 3.6148 1.01282 270 
I SFAB 3.4815 1.01916 270 SFA9 3.4296 1.02417 270 
SFA10 3.5667 1.04952 270 
I Item-Total Statistics Scale Corrected Cronbach's 
Scale Mean if Variance if Item-Total Alpha if Item 
I Item Deleted Item Deleted Correlation Deleted SFA1 31.9444 55.458 .677 .935 SFA2 32.0444 53.084 .862 .926 
SFA3 32.1037 53.231 .846 .927 
I SFA4 32.0741 55.645 .692 .935 SFAS 31.9296 53.969 .843 .927 SFAS 31.9963 54 .539 .802 .929 
SFA7 31.9852 54 .238 .798 .930 
I 
SFA8 32.1185 55,294 .714 .934 
SFA9 32.1704 56.001 .660 .936 
SFA10 32.0333 56.293 .620 .938 
I Scale Statistics Mean Variance Std. Deviation N of Items 
35.6000 67 .163 8.19529 10 
I 
I 
I 
I 283 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
REGRESSION ANALYSIS RESULTS 
Regression (Sales Organization Effectiveness) 
Variables Entered/Remove\:! 
Variables Variables 
Model Entered Removed Method 
1 Salesforce 
Characteri 
sties, 
Salesforce 
Perfurman Enter 
ce. Sales 
Managem 
entContol 
Strategy 
a. A!! requested variables enlered. 
b. Dependent Variable: Sales Organization Effectiveness 
Model Summary 
Adjusted Std. E;n:;,r of 
Model R R S(luare R Snuare lhe Estimate 
1 .780E soc I .604 .36774 
a Predictors: (Constant). Salesfon::e Characteristics, 
Salesforce Performance, Sales Managemenl Contra! 
Strategy 
ANOVl:I' 
Sum of 
Model Snuares df Mean Snuare F $j(J_ 
1 Regression 55.781 3 18.594 137.492 .ooo.a 
Residual 35,972 266 .135 
Total 91.753 269 
a. Predictors. (Constant). Salesforce Character;stics. Salesforce PerfoITT1arice, Sales 
Management Control Strategy 
b. Dependent Variable; Sales Organization Effectiveness 
Coeffieientl 
Unstandardized Slandardized I i------------£~itjents Coefficients 
Model B Std. Error Beta t Sifl. 
1 {Const.ant; ·.582 .22-0 -2.645 .009 
Saiesforre Performance 288 .035 _374 6.239 ,000 
sa;es Managemenl 
.597 .082 .349 n,04 .000 Control Str.:itegy 
saesfor«i 
294 .033 .373 9.025 .000 Charac1eris1ics 
a. De:oendenl Variable: Sales Organi1.atlor, Effectiveness 
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Regression 
Variables EnteredJRemoveeI 
Variables Variables 
Model Ente~ed Removed Me1llod 
1 Salesforce 
Automatio 
n, 
Salesforce 
Characteri 
sties, Enter Salesforce 
Performan 
ce, Sales 
Managem 
ert Con,tol 
Strategy 
a. All requested variables entered, 
b. Dependent Variabfe: Sales Organization Effectiveness 
Model Summary 
Adjusted Std. Error of 
Model R R Sauare R Snuare the Estimate 
1 .786? .618 .612 .36367 
a. Predictors: (Constant), Salesforce Automation. 
Model 
1 
Salesforce Charaderis1ics, sa!esforce Performance, 
Sales Managemenl Control Strategy 
ANOVA' 
Sum of 
Snuares df Mean Snuare 
Regression 56.704 4 14.176 
Residual 35.049 265 .132 
Total 91.753 269 I 
F 
107.184 
a. Predictors: (Constant}. Salesforce AJ.Jtomation, Salesforce Characteristics. 
Salesforce Performance, Sales Management Control Stralegy 
b. Dependenl Variable: Sales Organizatbn Effed.i\'eness 
Goafficlent;!i 
Unstandan'.ilZfH'l Standardi.~ed 
Coetficienls Coefficients 
Model B Std_ EUo! Bel• 
1 (Constant) ~.676 .220 
Saiesforce Performance .288 034 377 
Sales Management 
.537 .084 .314 Control Siralegy 
Saiesiorce 
296 .032 .378 Characterishcs 
Salesforce Automation Ol!4 .032 106 
a. Dependen! Variable: Sales Orga'1iza!ion Effectiveness 
285 
Sia. 
.oooa 
t Sia. 
·3.067 .002 
8.396 .000 
6.399 .000 
9.178 .000 
2.643 _009 
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Regression 
Variables Entered/Removeb 
VariaDles Variables 
Model Entered Rerroved ,"~-~ 
1 Characteti 
Stik" 
Automatio 
n, 
Salesrorce 
Perfonnan 
ce, Sales 
Managem 
e"itCol"'Jtrol 
Strategy, 
SaleSforc.e 
Au-tomalio Enter 
n, 
Salesforce 
Characteri 
sties, 
Performan 
ce• 
Automatic 
n, Control 
Slrategy• 
fW1omalio 
n 
a. All requesled variables entered. 
b. Dependent Variable: Sales Organizalion Effectiveness 
Model Summary 
Adjusted Std. Error or 
Model R R Sauare R Sauare the Estimate 
1 .792a .627 .617 .36162 
a. Predictors: (Constant), Characteristik*A.utomation, 
Salesforce Perforrrance, Sales Managerrent Control 
Strategy, Salesforce .A.ulomation, Sa!esforce 
Characteristics, Performance• Automation. Conlrol 
Strategy* Automation 
ANOVA' 
Model 
Sumof I 
s,mares df Mean Sauare 
1 Regression 57.492 : 7 8.213 
Resldual 34.2e1 I 262 . 131 
Total 91.753 I 269 
F Si<i. 
62 807 .ooo• 
a. Predictors: (Constant}, Characleristik.•Automation, Sa!esforce Perfonnance, Sales 
Management Control Strategy, S:a!esforce Aufomatio>1, Salesforce Characteristics, 
Pc-rforrnance·Au1omalion Cootrol Strategy"Automation 
b-. Dependent Vanable· Sales Orga>'\fzaton Effectiveness 
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UnsJ.andardire<l Stardan:J<zea 
Coe/1icie111S Coeftil?t'n'.s 
""''' 
8 Sld. Error am, I 
1 (Cont.i1i) 
'" 
.854 525 
Salosforw PelfotlTWH:e ,571 .154 J<S 3.688 
Ss!H Mai,age."T'On! 
.;275 _356 ,,151 - 769 Cn.1trol S{ns!..gy 
Salesforoo 
''" 
.154 .646 3.299 CharncterisUCS 
Sa!Mforce Avtnmatti:111 ·.2Jfi. .248 -.297 •,%2 
PerkinnMCo 'Aulol\'lahon • 08'.l .{)45 -_531 -1 641 
Control 
"' 
.100 1-215 2339 SilatF.gy' A,;tom;:iho<i 
Chatnc\erW!!k•Au!omaton 
-063 .046 -370 : ·1 :356 
Regression (Profitability) 
Variabfeg Ent~r~d/Removeb 
Varables Variables 
Mode! Enle•ed Rerroved Method 
1 Salesforce 
Ch.aracteri 
sties, 
Sa!es'orce 
Performan En.let 
ce, Sales 
Managem 
ent Conlfol 
Strategy 
a. All requested variables entered. 
b. Dependent Variable; Profllabilty 
Model Summary 
.A.djusted Std. Error of 
Model R R Souare R Souare the Estmate 
1 683' 467 461 49305 
a Pmdictors: (Constant). Salesbrce Characteristics, 
Salesforce Perlormance, Sales Management Cootr-01 
Strategy 
ANOV/1/ 
Sum of I Mean S"uare Model s- ares df 
1 Regression 5£690 3 18,897 
Residual 64,664 266 _243 
T-Otal 121354 26$ 
F 
TJ]33 
s:,,_ 
.600 
.oo, 
"' 
''" 
342 
"'" 020 
176 
$in. 
o,,os 
a Pred1ctors: (Coostanl)_ Salesforce Characteristics. Salestorce Performance. Sales 
Ma:1agement Controi Stralegy 
b. Dependent Variable Profllabnty 
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Coefficient$' 
Unslandardiied Standardized 
Coefficients Coefficients 
Model B Std. Error Beta 
1 (Constant) -.777 .295 
Salesforce Performance .278 .047 .315 
Sales Management 
.658 .110 .334 Control Strategy 
Salesforce 
.301 Characterislics .273 .044 
a. Dependent Variable: Profitabi1ty 
Regression 
Variables Entered/Remove8 
Variables Variables 
Model Entered Removed Method 
1 Salesforce 
Automatio 
"· Salesforce 
Characteri 
s~cs, Enter Salesforce 
Perrorman 
ce, Sales 
Managem 
ent Contol 
Strategy 
a. All requested variables entered. 
b. Dependent Variable: Prolilabiity 
Model Summary 
Adjusted Std. Error of 
Model R R Sauare R Snuare the Estimate 
1 .694 3 .481 .473 .487 40 
a. Predictors: (Constant). Salesrorce Automation, 
Salesforce Characteristics, Salesforce Performance. 
Sales Management Control Strategy 
ANOV* 
Sum of 
Model Sau ares di Mean Sauare 
I 
-2.635 
5.965 
6.004 
6.243 
F 
1 Regression 58.401 4 14.600 61.460 
Residual 62.953 265 .238 
Total 121.354 269 
a. Predictors: (Constant), Sa/esforce Aulomalion, Salesforce Characteristics, 
Salesforce Performance. Sales Managemenl Control Strategy 
b. Dependent Variable: Profi\abiity 
Coefficients' 
Unstandardii'Ed Standardized 
Coefficients Coefficients 
Model B Std Error Beta I 
1 (Constant) 
· 905 295 ~064 
Salesforce Performance .261 046 J19 6 100 
Sales Management 
.577 .113 .293 5 124 Control Strategy 
Salesforce 
.275 .04J .304 6.369 Charac\erislics 
Salesforce Automabon .114 .043 .125 2.684 
a. Dependent Vanab1e· Profitabiity 
288 
Sia. 
.009 
.000 
.000 
.000 
Si". 
.oooa 
s,o 
.002 
000 
.000 
.000 
.008 
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Regression 
Variables EntetedJRemovetl 
Var1aoles Variables 
Model l'-ntered Removed M·'"·" 
1 Cr1<1r<1C!eri 
stik' 
Au!omelio 
n, 
Sa!esiorce 
Perfom.a11 
ce, Sales 
Managem 
enl C:ITT!rol 
Strategy, 
Sales'o,ce 
Autorr.aHc Enter 
n, 
Salesfon::e 
Characleri 
sFcs, 
Perforrnan 
ce• 
.A.v:Om,itio 
r:.. Conto• 
Strategy' 
~IDrnalio 
., 
a. All reqvesled va1iables entered. 
b. Dependent V;;iri.,ible: Profilabiity 
Model Summary 
Model R 
! Adjusted I Std. Enor of 
R Sauare ! R Sauare the Estirr.ale 
1 699& ,4sa I ,475 .48884 
a. Predictors: (Constant), CharacterisUk*.Automation. 
Salesforce Performance, Sales Manager.-ient Control 
Strategy, Salesforce Aulomation, Sa!esforce 
Characteristics. Pertormance~Auto:ration, Conlrol 
Strategy' Automation 
ANOV/J! 
Sumoi 
Model s- ares df Mean S"uare 
1 Regression W.256 
' 
8A65 
Residual 62.098 21J2 .237 
To:al 121.354 269 
F Sin 
35.716 .000" 
a Predctors: (Constant). Characlerisilk"Auloma!ion. Salesforce Performance. Sales 
Maragervenl Control Strategy, &llesforce h.!iomalion, Salesforoo Characteristics, 
Performance'AU!mnalion, Con\rol S!rategy"AUtomallon 
b. Dependenl Variable· Prolllab1ity 
Uns!andardired tilandl.lfdkm:I 
Moom B Std Error Beta l Sill 
' 
\CnM1Ufl\j .i 401 1.149 -1.219 : 224 
SalUIO(O'! Perlermm,ce 532 .205 662 
"'" 
,,, 
Sa!esManage1r>ef11 
,17!1 ... 1 091 :J/2 _71f: CoMr;;! Stra!egy 
Saielifwce 
"' 
200 
·"" ""' 
.we Chatm:ll.lf,stcs 
Saif>llfo.•l'.:h Atrt.emabon 
.2fP .33' 300 M3 400 
Pertonnanee·Arnmmlitin 
-.:ioo .001 -,532 -1.487 13S 
CNl!ml 
.115 135 520 855 .393 Slral>l9Y' Autruration 
Ch!lfacterisLk' AU!OIMl:ia n 
-.065 .002 --~-15 -~ .364 174 
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Regression (Sales Volume) 
Variables Entered/Removel:t 
Variables Variables 
Model Ente~ed Removed Method 
1 Salesforce 
Characleri 
SliG$, 
Salesforce 
PerfoITT1an Enter 
ce, Sales 
Managem 
enl Con,tol 
Stralegy 
a. A:I req..iested var-ables entered. 
b. Dependent Variable; Sales Volume 
Model Summary 
Adjusted Stet Error of 
Model R R Sauare R Sauare the Estimate 
1 .646a .417 411 53768 
a. Predictors: {Constant), Sa!esforce Characteristics, 
Sa!esforce Performance, Sales Managermnt Coolrol 
Strategy 
ANOVA' 
Sum of 
Model Sau ares di Mean Sauare 
1 Regression 55.076 3 1!!.359 
Residual 76.901 266 .289 
Total 131.977 i 269 
F 
63$02 
Sio 
,oooa 
a Predictors: (Constant), Sales-force Characletislics, Salesforce Performance, Sales 
Management Control Strategy 
b Dependent Variable· Sales Volume 
Coeflldenfli 
Unstanda•di.ted SlandiJftliled I 
I Cooffi1;t~~s Cooffiden!s Moo~ B Sid, Error 8'1, I 1 Sin. 
; 1 (Constant) • 386 .322 -1,202 .230 
Salesl'o103 Perlonnanw , .. .C51 .:m !i.801 .000 
Sales Managemenl 536 .120 .261 -4.-486 .O:JO Conlro! Strategy 
Sa!e'ii!orce 316 048 .334 6.620 .GOO Character%iics 
a. Dependent Variable: Sales Volume 
290 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
Regression 
Variables Entered/Remove8 
Variables Variables 
Model Entered Removed Method 
1 Salesforce 
Aulomatio 
n, 
Salesforce 
Characteri 
sties, Enter Salesforce 
Performan 
ce, Sales 
Managem 
ent Con,Vol 
Strategy 
a. ,AJI requested variables entered. 
b. Dependent Variable: Sales Volume 
Model Summary 
Adjusted Std. Error of 
Model R R Sauare R Sauare the Estimate 
1 .648" .420 .411 .53737 
a. Predictors: (Constant), Salesrorce Automation, 
Salesforce Characteristics, Salesforce Performance, 
Sales Management Control Strategy 
ANOV JI> 
Sum of 
Model Snuares df Mean Snuare 
1 Regression 55.453 4 13.863 
Residual 76.524 265 .289 
Total 131.977 269 
F 
48.008 
a Predictors: (Constant), Salesforce Automation, Salesforce Characteristics, 
Salesforce Performance, Sales Managerrent Control Strategy 
b. Dependent Variable· Sales Volurre 
Coeffieientt 
Uns1andard ized Standardized 
Coefficients Coefficients 
Model B Std. Error Beta I 
1 (Constant) -.447 326 -1.371 
Salesforce Performance .296 .051 .322 5.831 
Sales Management 
.498 124 .243 4.014 Control Strategy 
Salesforce 
Characteris1ics .317 041l 335 6.645 
Salesforce Automation ,054 .047 .056 1.143 
a. Dependent Variable: Sales Velum:! 
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Sia, 
.0008 
Si". 
.171 
.000 
.000 
000 
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Regression 
Variables Entered/Remove& 
Variables Variables 
Model c-•erM Removed Method 
' 
Characteri 
stik• 
Au!Omatio 
nc 
Salestorce 
Pertorrnan 
ce, Sales 
Managem 
enl Control 
S!rategy, 
Salesfcrce 
Aulomahc Erner 
nc 
Saleslorce 
Characle-ri 
sties 
Perfurrnr, 
ce· 
Aulomatio 
n, Cor.!rol 
S!rategy• 
A;,tomatio 
" 
a AH requesled variables entered 
b. Dependent Vanable: Sales Volume 
Mod11I Summary 
Model 
AdjUShH.! 
RS uare 
S\d, Error of 
the E.slimate 
"' 
53<00 
a Prediclort (Constant), CharacterisUk•Automation. 
Sahuforce Performana!, Sales Management Cootrol 
Strategy, Salesrorce A.11omation. Salesforc.e 
Cnart\Ctentlics, Pe..fol'r'nance· AutorMtfon, Control 
S\ra1egy*Au!Ol'ntllion 
ANOV/f 
Sum of 
Mod~ Snuares d1 Mean s-·are 
' 
Rng1oosion 57.265 7 a.1s1 
Resid!.Aal 7"1.712 282 c285 
lolal 131.977 269 
F $10_ 
28.688 ,000" 
a. Pn!!dictors: (Constant). CharaderiSIJk~Au1cmauon, Sa!esrorce Performance. Sales 
Managemem Con!rcl Sttalegy, sa1esforce AutornaHon. Sa!es'orce Characteristics, 
P>?rlormance•A.1lomation. Control Strategy-Automation 
b Dependent Variable: Sales Vnlume 
UIISVH\da«lil!ld S11!!d111<lirerl 
G=ll,rn!M& .. S.?¢ffiotrrts 
MooM 6 'S1<1.€,ror BMs 
' 
,-
' 
i(:(111$1>1111} z1se 
"" 
li!23 .,10 
S!!ale$1(1H2 ?ll/futmnnc,, W1) 
·"' "' 
?455 
"' S¾ltS Ml11391!Flill'l! 
•m c"' • )$5 -1 ;}61 '" Corlml si,n,:gy 
!~e,>ww ,m; 
.llt A'4 2 ll45 
"" 
Stllesfww Aulmrotfam -1&, 
'" 
-'HuJ -2_ose 
"" PtrkimlM(:ll'.' A,ilo110tu11 
-C'S 
""' c"" -1.n1 "' C:w!r11! JSJ .1 ◄ $ 1 &11 2 36!1 .01t Stm119~•Au:111rt11ti111 
(; ... ,at!!lf'~llk'Alllom&llilr 
-.NO 
"' 
-H19 ,_5g3 
"' 
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Regression (SOE) 
Model Summarf 
Model 
Durbin--
Watson 
1.708 
b. DepeMent Variable: Sales Organiialion Erfectivo.ness 
Coefficienhf 
Collinearitu S1atislics 
Mode! Tolerance 1,1F 
1 Salesforce Performance .716 1.396 
Sales Management 
.599 1.669 Control Strategy 
Sa!eiftorce 
.860 1.162 Cha·acterist!Cs 
Salesforce Automalion .903 1.108 
a. Ooponoenl Variable: Sales Organization Effectiveness 
NParTests 
One-Sample Kolmogorov~Smirnov Test 
Unstandardiz 
ed Residual 
N 270 
Normal Pararretersa,b Mean .0000000 
Std. Deviation .36095989 
Most Extreme Absolute .060 
Ditferen ce s Positive .028 
Negative- -.060 
Kolmogorov-Smimov Z .989 
Asymp. Sig. (2-tailed) .282 
a. Test dis1ribut!on is Normal. 
b. Calculated from da1a. 
Nonparametric Correlations 
Correlations 
Uns!andardiz: 
ed Residual' 
Spe ammn · s rho Salesforce Pelformance Corrcla(ion Coeffic:ent -.067 
Sig. i2-lailetl) .272 
N ZTO 
Sates Man39tM"r»nf Corre!atian Coefficient -.005 
Coniwl Strategy Sig. i2-!aiied) 934 
N 270 
Sa!eslerce Correlation Coefficient .015 
CMmclenstks Sig {2,lailed) .805 
N 270 
Salesfora; Autorrellon Correlation Co,;,ftc:lenl ,.008 
Sig. {2-talled) .'95 
N 270 
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Descriptives 
Descriptive Statistics 
N Mean Std. 
Statistic Statistic Std. Error Statistic 
Sales Organization 
270 3.2530 .03554 .58403 Effectiveness 
Salesforce Perforrnanc.e 270 3.2346 .04643 .76292 
Sales Management 
270 3.2943 .02076 .34120 Control Strategy 
Salesforc.e 
.04511 .74127 Characteristics 270 3.2032 
Salesforc.e Automation 270 3.3163 .04473 .73494 
Valid N (listwise) 270 
Regression (Terhadap Y1) 
Model Summary' 
Durbin-
Model Watson 
1 1.709 
b. Dependent Variable: Profilabiity 
Coefficie nts1 
Collinearit Statistics 
Model Tolerance 
1 Salesforce Performance 
Sales Management 
Control Strategy 
Salesforce 
Characteristics 
Salesforce Automation 
a. Dependent Variable: Profitabiity 
NPar Tests 
.716 
.599 
.860 
.903 
VIF 
1.396 
1.669 
1.162 
1.108 
One-Sample Kolmogorov-Smirnov Test 
Unstandardiz 
ed Residual 
N 270 
Normal Parametersa,b Mean .0000000 
Std. Deviation .48376191 
Most Extreme Absolute .040 
Differences Positive .040 
Negative -.037 
Kolmogorov-Smirnov Z .663 
Asymp. Sig. (2-tailed) .772 
a. Test distribution is Normal. 
b. Calculated from data. 
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Skewness Kurtosis 
Statistic Std. Error Statistic Std. Error 
-.412 .148 .001 .295 
.049 .148 .299 .295 
.449 .148 1.076 .295 
-.063 .148 .352 .295 
-.316 .148 .560 .295 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
Nonparametric Correlations 
Spearman's rho 
I ) 
j 
Correlations 
Unslandardiz 
ed Residual 
Salesforce Performance Correla~on Coefficient -.046 
Sig. (2-tailed) .449 
" 
270 
Sales Manage,mnl Correlation Coefficient 014 
Control Strategy Sig, (2-lalled} SH 
" 
270 
Salesforce Correlation Coefficient 024 
Characteristic,; Sig. (2-tailed) .697 
" 270 
Salesforce Automation Correla~on Coefficient -.017 
Sig_ {2-tailed) 778 
" 
270 
Hlstogn,m 
Dep .. ndenl Variable: Profltabllty 
R.,.gr•s .. loo Stend4'rdheed Reeldual 
M<·n" ~ _, < 4 
""" o .. v - 0 9,, 
No.-mnl F'-F' F'l<>t <>1' R_g _____ ,,c>n, .Stnhd .. rdlZ:_..., - .............. . 
C>e-p"'ndont v .. .-, .. bl<>, P.-<>1'itabllty 
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I 
I 
I Regression (Profitability) 
Model Summary' 
I Durbin-Model Walson 
1 1.842 
I 
b. Dependent Variable: Sales Volume 
Coefficie ntl 
I Collinearit Statistics Model Tolerance VIF 1 Salesforce Performance .716 1.396 
I 
Sa!es Management 
.599 1.669 Control Strategy 
Salesforce 
.860 1.162 Characteristics 
Salesforce Automation .903 1.108 
I a. Dependent Variable: Sales Volume NParTests 
I One-Sample Kolmogorov-Smimov Test Uns1andardiz 
ed Residual 
I N 270 Normal Parame1ersa.b Mean .0000000 Std. Deviation .5333-6300 
MO$t Extreme Absolute .024 
I Differences Positive .019 Negative ·.024 Kolmogorov-Smimov Z .397 
Asymp. Sig. (2-tailed) .997 
I a. Testdishibution is Normal b. Calculaled from data. 
Nonparametric Correlations 
I Correlations 
I Ut1standardlz e<l Residual 
Spearman's rho Saiesforne Performance Correlation Coefficient -.012 
I 
Sig. {2-tailed) .840 
N 210 
Sa1es Management Correlation Coefficient -.OOS 
Control Strategy S:g. \2-tai!ed) ,892 
I 
N 270 
Salesforce Correlation Coefficient .060 
Characteristics Sig. (2-tai1ed) .330 
N 21◊ 
I Salestorce Au1oma tio,, Correlatiori Coefficient -,029 Sig. (Nai:ed) .684 N 270 
I 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
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I 
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